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THE VOICE OF THE INTERACTIVE ENTERTAINMENT INDUSTRY 


Games Brake for Commercials 
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Conducent brings rotatable interstitial ads to PC games. Eidos uses new technology. 


By DAVID WARD 


The advertising-based revenue model, long 
an integral component of other entertain- 
ment industries, is making its first tentative 
steps into disc-based interactive entertain- 
ment. Harrisburg, Pa.-startup Conducent is 
introducing a technology that can be incor- 
porated into games, enabling interstitial ads 
and promotions to run before, after and 
eventually even during game play. With an 


Internet connection, these ads can be regu- 
larly refreshed so consumers going back to a 
game after a few weeks could see a complete- 


ly different set of promotions. 
While the whole idea of advertising in games 
may strike some gaming purists as blasphe- 


my, Conducent has already signed deals with 
several publishers, including Eidos 
Interactive, to incorporate their technology 
on demos, both downloadable and discs. 
Creative Labs and Intel have signed on as 
sponsors. Conducent hopes to have deals in 
place that will have interchangeable ads in 
retail games by second half 1999. 


Conducent, formed in 1996 by ex-PsiNet 
Continued page 20 


The Year of the Big-Game Hunters 


Publishers set sights on mass market; strong growth expected to continue in 1999. 


By DAVID COLE 


In the tumultuous interactive entertainment 
market, the year 1998 was one of relative 
calm. To the executives and retailers that are 


involved in the day-to-day battles, calm is 


probably the last word that comes to mind. 

However, calm is a relative term. As a fairly 
new, and fast growing, industry, the interac- 
tive entertainment business is not one for 
those faint of heart. The most notable thing 


about 1998 was a continuation of a growth 
trend that began in 1996. The market contin- 
ued to grow and the established players were 


able to grow along with the market. 
In 1998, interactive entertainment unit sales 
were up 35%, revenue was up 26%. There was 


Nintendo Extends Atomic Purple Bundle 


Nintendo of America (NOA) has extended its Atomic Purple bundle until the spring, 
hoping to build on the momentum generated by the extra-controller promotion during 
the holidays. The bundle, which includes a second controller with the $129.99 hardware, 
helped stem Sony PlayStation’s momentum during November and December. NOA mar- 
keting vp George Harrison says the company’s strong Christmas enabled it to boost its 
market ai for the year to 40%-42% i es with 57%-59% for PlayStation, the 
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no significant change in hardware platforms 
in 1998. The installed base for the existing 
platforms grew and as a result the sales 
potential for any one title increased. The 
most substantial increase was in software 
sales for the Sony PlayStation. However, 
Nintendo 64 software sales increased signifi- 


cantly, and PC game unit sales showed an 
Continued page 24 


1998 Interactive Entertainment Software Revenue 
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GI Predictions 


Top February 1999 Interactive Entertainment Titles 


. The Legend of Zelda: Ocarina of Time - - - - - - - - - N64 


1 

2. Mario Party ----------- 
3. Crash Bandicoot: Warped 
4. Castlevania 64-=+---45) | 


%. WCW/NWO Thunder 


G6. Tomb Raider [i ===]. 40 
7. Turok 2 =a ce 
&. SW Rogue Squadron - - - - - 
9. Metal Gear Solid - - -'--=- == 
10. SimCity 3000 - - - - ----- 
41. NASCAR 99-4 42402253 
42. Half-Life == - <== swe 
413. Deer Hunter Tl ----+4 2-3 
14. NBA Live 99 --------- 
15. Twisted Metal 3---4-. 5 


GAME BOY COLOR SALES EXCEED 1 MILLION DURING HOLIDAYS 


Nintendo of America (NOA) indicates it sold through more than 1 million Game Boy Colors from late November launch until the 
end of December. Game Boy Color’s installed base should reach 1.5 million by the March end of Nintendo’s fiscal year, as the 
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decade-old Game Boy franchise shows no sign of slowing down. 

Many chains were pricing the Game Boy Color below its $79.99 MSRP as a way of 
luring customers into stores during the holidays. CompUSA was selling the portable 
at $64.99, lower than even its $69 dealer cost. A source revealed that CompUSA sold 
out of 17,000 Game Boy Colors in two days, forcing the chain to take out ads 
in newspapers such as the New York Times in the last days before Christmas telling 
consumers to disregard the Game Boy Color promotion in its circular. Target chain 
pulled all its Game Boy Color ads in the weeks before the holiday after selling out 
its stock and being unable to get more supply in time. 

NOA marketing vp George Harrison says supply shortage was caused in part by 
huge demand in Japan, adding the U.S. subsidiary was forced to battle the parent 
company for any new production. Retailers we spoke to reported strong sales not 
only for Game Boy Color, but also for the monochrome Game Boy Pocket, the lat- 
ter fueled by continuing success of the Pokemon software series. 

Eager to jump on the Game Boy Color bandwagon, publishers are now dusting off 
older code and quickly preparing new code for the portable color system. Namco is 
rumored to be bringing out a “PacMan” title this spring. Majesco, which did well 
with “Centipede” and “Breakout” ($27-$29.99) and as the exclusive distributor for 
Hasbro's “Frogger” during the holidays, announced three Game Boy Color titles for 
February: “Battleship,” “Monopoly” and “Tom & Jerry.” Majesco says two other titles, 
“Bass Lure Fishing” and “Ten Pin Bowling” will be released in the coming months. 
Other upcoming Game Boy Color titles include Acclaim’s “WWE Attitude” and 
“All-Star Baseball 2000,” and THQ is bringing out “Yoda’s Stories.” 


CRAVING SALES 


fter successful holiday 


debut. Crave readies 
first ininenally<levalonad 
game. 

By DAVID WARD 


Leveraging years of experience as a distributor, 
SVG’s new publishing arm Crave Entertainment 
made a strong entrance into the videogame mar- 
ket this past holiday with five new games for the 
N64 and Game Boy Color. Company officials say 
the titles helped SVG/Crave generate over $40 
million in revenues during the fourth quarter. 
Crave’s first N64 titles “Virtual Pool 64” and the 
futuristic bowling game “Milo’s Astro Lanes” were 
mass-market family games that were the first of 
their type for the Nintendo system. “If you have 
mass-market genres such as pool or bowling or 
fishing you can extend the life through re-mar- 
keting and re-pricing for over a year if the costs of 
goods permit,” founder Nima Taghavi explains. 
Crave will continue this June with the launch of 
“Caesar’s Palace,” likely the first gambling game 
for the N64. 

The companys Game Boy Color lineup, all 
released in December, consisted of “Gex: Enter the 
Gecko,” “Pitfall: Beyond The Jungle” and “Men in 


ENTER 
THE GEC AO” 


Black: The Series,’ based not on the movie, but on 
the popular cartoon series spin-off. Senior mar- 
keting director Jane Gilbertson says all three did 
well over the holidays and in January, in part 
because they are based on solid licenses. 

Crave is the culmination of Taghavi’s goal of 
expanding beyond distribution. Taghavi founded 
SVG during the Atari era. For much of the past 
decade, SVG has thrived not only as a secondary 
source for leading retailers, but also as a primary 
source for second-tier chains such as Sam’s Clubs, 


Fry’s and the Fedco chain. The company is cur- 
rently supplying Tower Records as it tests a re- 
entry into consoles. 

But with an increasing number of chains opting 
to deal directly with publishers, 

Taghavi realized he needed more. “Distribution is 
very limited,” he explains. “There are about 20 
major accounts and all of them buy direct.” A sec- 


ond factor in the creation of Crave was that SVG 


was doing more exclusive distribution deals. With 
exclusives, a distributor is responsible for MDF, 
cO-op, price protection and returns - every aspect 
save for development. “We would do everything 
but we couldn't control game quality,” Taghavi 
says. 

Crave’s holiday success has laid the foundation for 
its next step: the release of internally- developed 
games. Last year they bought Seattle-based Big 
Rain, created by former SquareSoft employees, 
and renamed it Crave. They now have two devel- 
opment teams: Craveyards, which includes talent 
from the U.S. production team for “Final Fantasy 
VII”; and Lobotomy Studios. 

The company’s first internally-developed game is 
next month’s “Shadow Madness” for the 
PlayStation. Gilbertson says it is the first console 
RPG with a completely U.S. point of view, adding, 
“All the jokes and references will be completely 
familiar to an American audience.’ “Shadow 
Madness” has already received solid coverage in 
the enthusiast press and is being backed by the 
company’s first TV ad campaign. 

All told this year, Crave plans to release 20-25 
games, including 6-8 Game Boy Color titles. 
Taghavi says that while publishing will account for 
only a quarter of revenues this year, “I think Crave 
will eventually account for the majority, some- 
where around 60%-40% or 65%-35%.” 


Connectix Brings 
Playstation 
Games to Macs 


Probably the hottest selling item at the recent 
MacWorld was Connectix Corp’s new 
Virtual Game Station, a software emulator 
that allows G3 _ processor generation 
MacIntosh computers to play many Sony 
PlayStation games. 

Connectix is quite happy with their new 
product, which sold an average of one unit 
every 30 seconds during the show, almost 
double the sales in the same setting of their 
best selling RAMdoubler software. 

Sony Computer Entertainment America, 
however, doesn’t seem to be sharing the joy. 
While SCEA won't comment officially on 
the new software emulator, rumors and 
industry pundits speculate that Sony lawyers 
are burning the midnight oil looking over 
the reams of industry case law related to 
emulators seeing if they can litigate 
Connectix out of selling the unlicensed 
emulation software. 

While going to great pains to explain that 
they didn’t have a hand in developing the 
new emulator, Apple seems to see the value 
of the product to their user base. “This is an 
innovative piece of software from a third 
party developer,” says Russell Brady, senior 
manager of product PR for Apple. “Our 
number one priority is to bring developers 
back to the Mac platform, but for some lim- 
ited markets emulators help our customers 
get access to more and better software.” 
Noted industry veteran and analyst Bill 
Kunkel agrees that Sony is probably looking 
into the feasibility of litigation, but doesn’t 
agree with that strategy if it should come to 
pass. 

“Everyone should be getting behind this 
100% — Sony, Apple, third-party develop- 
ers, he says. “Sony doesn’t make the money 
on the hardware, they make the real money 
on the software, and anything that has the 
potential to increase the hardware installed 
base by as much as 10% in the long run 
should have everyone bending over back- 
wards to make sure it goes off without a 
hitch.” Connectix confirmed at press time 
that product shipment plans were still on 
schedule. —John Withers 
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Top Selling Nintendo 64 Titles: December 1998 


Rank Title Publisher Avg Retail Price 
1 Telda Nintendo $60 


Top Selling PlayStation Titles: December 1998 


Rank Title Publisher Avg Retail Price 
1 Crash Bandicoot: Warped Sony $40 


Rogue Squadron Nintendo $51 Tomb Raider 3 Eidos $50 

Softrends 3 Goldentye 007 Nintendo $40 3 Metal Gear Solid Konami $48 

Top 15 Computer Educational Software Titles 4 WCWINWO Revenge ‘THQ $60 4 Twisted Metal 3 989 Studios $40 

Ranked On Units 5 Turok 2: Seeds of Evi Acclaim $60 5 NASCAR 99 Electronic Arts $40 

December 1998 6 Super Mario 64 Nintendo $40 6 Crash Bandicoot 2 Sony $20 

lat This Avg Reta 7 Mario Kart 64 Nintendo $40 7 — Madden 99 Electronic Arts $40 

Month Month Title Publisher Price 8 NFL Blitz Midway $60 8  ABugs Life Sony $40 

| 1 Barbie Riding Cub 9 NASCAR 99 Electronic Arts $42 9 Rugrats THQ $42 
(CD WOS/WNT) Matte $30 


10 Knockout Kings Electronic Arts $42 
SOURCE: The NPD Group — Interactive Tracking Service 


10 Madden NFL 99 Electronic Arts $50 
SOURCE: The NPD Group — Interactive Tracking Service 


4 2 Rugrats Movie Act. Challenge 
(CD WIN) Broderbund NA 


2 3 Blue's ABC Time Activities 


re 
Top 20 Best Selling Interactive Software Titles 


(CD WINMAC) Humongous Ent __NA |} Top Selling PC Entertainment Titles: December 1998 
5 4 Barbie Nail Designer 
(co WIN Mattel S17 |} Last This ug Reta nici — 
3 5 Blue's Birthday Adventure Month Month Title Publisher Price ecember 
(CD WINMAC Humongous Ent. NA 1 1 Deer Hunter 2 (CDWIN95) — — WizardWorks $19 ‘i 
9 6 Barbie Detective 5 2 Cabela's Big Game Hunter 2 . Rank Title Platform Publisher Price 
Ao a i ee a - 3 oe dda bi he sf 1 Zelda: Ocarina =» Nintendo 64 Nintendo $60 
ctive Play: A Bug's Life ight Sim 98/World of Flight SSS Sa ares is a 
(CDWINOSIWINS) Disney Interactive ==NA (cO W95/W98) Microsoft NA 2 SW Rogue Squadron Nintendo 64 Nintendo $51 


3 C. Bandicoot Warp PlayStation Sony $40 
4 Goldeneye 007 Nintendo 64 Nintendo Of America $40 
5 WCWI/NWO Revenge Nintendo THQ $60 
6 Tomb Raider3 PlayStation —_Eidos Interactive $50 
7 Metal Gear Solid PlayStation Konami of America $48 


4 4 Half Life (CD W9S/WNTW98) Sierra NA 


sia 5 StarCraft: Brood War A/O 
(CD W95W98) Blizzard NA 


17 6 Frogger (CD W95) Hasbro Interactive NA 
37 Combat Flight Simulator 


10 8 Lego Creator 
(CDWINSS/WIN98) Lego Media §37 


8 9 Tonka Workshop Playset 
(CD WIN9S) Hasbro Interactive NA 


6 10 Play With the Teletubbies 
(CD W95) 


Knowledge Adventure $33 


ee 
8 Deer A CD W95 § 20 Ce ee 
(COW) Mattel 7 a 9 Twisted Metal3_Pltation 989 Studios $4) 
13 12 Jumpstart 1st Grade | i? ne PlayStation Electronic Arts $40 
(CD WIN/MAC) Knowledge Adventure $68 8 10 Rugrats Adventure Game (CD WIN) Broderbund © NA ee ee 
ee etd | ae nS CO 
15 13. Barbie Photo Designer 12. 11 Wheel of Fortune (CDW95/W98) Hasbro Interactive NA Entertainment $20 
(CO WINGS) Mate ) | egestas aS ei , : 
2 _ 12 _Lego Island (CD W95/W98) Mindscape $39 12 Madden NFL99 PlayStation Electronic Arts $40 
12 14 Jumpstart Kindergarten 2 ee ee ae | 
(CD WINMAC) Knowledge Adventure NA || 21_13_ Myst(COWIN) Broderbund S15] 13 ABugs Life PlayStation Sony Computer 
iS wai Gak 3514 _NASCARSO(CD DOSIWMS) Siena Spots $39,—sfJ Ss Eirtnment Si) 
(CD WINMAC) Knowledge Adventure NA || 15 15 StarCraft (CWIN9S) Blizzard gg 14 Rugrats PlayStation THQ 
**not in top 100 31 16 Game of Life (CDWIN95/98) Hasbro Interactive NA 15 Knockout Kings PlayStation Electronic Arts, $42 


16 Gran Turismo Racing PlayStation Sony Computer 
Entertainment $40 


17 NFLGameday99 PlayStation 989 Studios $40 


SOURCE: The NPD Group — Softrends 20 17 Madden NFL 99 (CD W95(W98) ElectronicArts NA 


6 18 Hot Wheels Stunt Track Driver 


(CD W95) Mattel NA 
13, 20 Need for Speed 3 18 Y Pokemon Blue GameBoy Nintendo $28 
(CD W95/W98) Electronic Arts = NA 


19 Frogger PlayStation Hasbro Interactive $24 
20 Super Mario 64 ~=—sNintendo ~——_Electronic Arts §40 
SOURCE: The NPD Group — Interactive Tracking Service 


SOURCE: The NPD Group — Interactive Tracking Service 
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1999 titles likely to continue to pin consumers. 


By ARNIE KATZ 


rofessional wrestling is riding the 
_ crest of its biggest surge in popular- 
ity since Hollywood (Hulk) Hogan 
had hair. More than 10 million American 
households tune in each week for the sports 
entertainment antics of “Raw Is War” and 
“Monday Nitro.” These pro wrestling shows 
often grab a larger audience than “Monday 
Night Football.” Even opposite the recent 
Fiesta Bowl for the NCAA football champi- 
onship, the two combined for a 10.0-plus rat- 
ing. 
Ted Turner’s World Championship 
Wrestling (WCW) and Vince McMahon's 
World Wrestling Federation (WWE), are set- 
ting TV, pay-per-view and arena records. 
Eager to jump into the ring, NBC is readying 
its first mat show in years for Valentines Day. 
The wrestling demographics are very favor- 
able to the video and PC games market. Teen 
males constitute the largest segment of the 
wrestling audience, though as with interac- 
tive electronic entertainment, the appeal is 
wide enough to hook a substantial number 
of male and female adults and pre-teens of 
both genders. 
Game publishers recognize the high degree 
of overlap between gamers and mat maniacs. 
It’s now common practice to include satura- 
tion ads on pro wrestling shows, with “Tomb 
Raider 3,” “Legend of Zelda” and Hasbro 
’s “Glover” among the titles that 


Interactive's 
did recent heavy schedules. 

Naturally, these game-loving mat fans are 
also eager for high-quality wrestling games. 
THQ scored big during Christmas with 
“WCW/NWO Revenge” for the N64 and will 
likely do just as well with the just-introduced 
“WCW Thunder” for the PlayStation. The 
publisher also successfully tested the PC 
market during the holidays with 
“WCW/NWO Nitro.” Acclaim reached the 
multi-million sales level with “WWE 
Warzone,” including over 1.5 million units 
for the PlayStation alone. Not only did 
“Warzone” shatter mat game sales records 


since broken by “WCW Revenge” — but its 
Acclaim-published official strategy guide 
outsold all other tips and hints volumes. 

Both companies’ games feature fast-paced 
action, beautifully animated graphics, plenty 
of tricky ring maneuvers and flashes of the 
lurid glitz that makes wrestling such a winner 
these days. The games are packed with star 
power, too, though this can backfire slightly 


when one of the promotion’s top names sud- 
denly defects, as Bret Hart did shortly after 
“WWE Warzone” hit the market. 

The battle among wrestling game publishers 
is no less intense than Goldberg’s battle 
against Hollywood Hogan, except for one 
thing: it is most definitely real. Because of the 
huge profits wrestling games are earning, 
there's a lot of behind-the-scenes movement 
under way. EA Sports, working with the 
renowned Sculptured Software, will take 
over the WCW license formerly held by 
THQ. THQ has replaced WCW with a WWF 
tie-in, supplanting Acclaim. 

Acclaim’s strategy is less clear. It will release 
the highly anticipated “WWE Attitude” in the 
early spring, but what happens after that is 
unknown. The company refutes rumors that 
it might retire from the ring wars with teasers 
about a new wrestling action-simulation that 
focuses on the create-a-wrestler idea. Its first 
post-WWF release, still under deep cover, is 
believed to havea very strong online compo- 
nent. 

The Japanese market has several strong 


ke-Up Won't Hurt 
at Game Sales 


domestic licenses, like All-Japan Wrestling, 
that unfortunately don’t travel well to the 
U.S. Currently a U.S. publisher who wants to 
do a licensed wrestling video game has little 
alternative beyond the WWF and WCW. 
Extreme Championship Wrestling (ECW), 
long the darling of hardcore mat fans, is 
small potatoes compared to the “big two,” 
and savage raids on its talent pool by both 
groups haven't helped matters. 

How will the licensing realignment affect 
wrestling game sales? It’s hard to see anything 
that will keep them from continuing to grow. 
With what appears to be an excellent title in 
the works, EA certainly won't suffer. But it is 
THQ that is more likely to grab the brass ring 
on this licensing merry-go-round. The pub- 
lisher had WCW when it ruled the wrestling 
market. Now, THQ has switched horses just 
as Vince McMahon’s edgy WWE soap opera 
plots are snatching the top spot from 
Turner's WCW crew. 

One sure forecast: Retailers need to jump on 
the next round of releases hard and early. It’s 
always dangerous to predict hits, but virtual- 
ly every upcoming wrestling title will have 
the necessary ingredients for success. 


World Wrestling Federation (WWF) (Vince McMahon) 
Current Champion: “Mankind” Nick Foley 
Top Star: ‘Stone Cold” Steve Austin 

Top TV Broadcast: “Raw is War” (5.3 million viewers) 


World Championship Wrestling (WCW) (Ted Turner) 
Current Champion: “Hollywood” (Hulk) Hogan 

Top Star: Goldberg 

Top TV Broadcast: “WCW Monday Nitro” 

(4.9 million viewers) 


1998 Top Selling Wrestling Games 

1. WCW Revenge (N64) THQ 

2. WWF Warzone (PSX) Acclaim 

3. WCW Nitro (PSX) THQ 

4. WWF Warzone (N64) Acclaim 

5. WCW v. NWO (N64) THQ (1997 release) 
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ACCLAIM CONTINUES RESURGENCE 


Acclaim Entertainment continues its remarkable recovery as the company reported revenues for the quarter ending Nov. 30 were 
$104.8 million, up 14% over the same period last year. Net earnings for the company’s first quarter were $10 million (16 cents per 
share). During a conference call with analysts, Acclaim also dropped strong hints that “NFL Quarterback Club 2000” would be one 
of two Sega Dreamcast games the company will bring out this fall. 

Acclaim’s stock, which was trading at below 6 at the end of July, has more than doubled to a recent high of 13 and has been cited by 
several industry sources as proof of the health of the interactive entertainment industry. The company told analysts its second quar- 


ter, which encompasses the holiday period, will be even better, with projected rev- 
enues of $120-$125 million and earnings per share of 19-21 cents. Co-chairman 
and CEO Greg Fischbach cited the holiday performance of “Turok 2: Seeds of 
Evil” and “South Park” as well as the continuing success of “WWE Warzone.” For 
the full fiscal year ending Aug. 31, Acclaim is projecting $415-$435 million in rev- 
enues and earnings per share of 50-55 cents. 

Fischbach reiterated his prediction that calendar 1999 will be the biggest year in console history. He projects hardware sales for 
PlayStation (7-7.5 million) and N64 (4-4.5 million) will match 1998 numbers, while software sales will be up 10%-15%. Sega 
Dreamcast will sell 500,000-700,000 hardware units and 2.5-3 million software pieces, he says, adding, “If our (two Dreamcast) titles 
do 100,000-150,000, we'll be thrilled. But we think it’s important to be there.” 

Acclaim has high hopes for a number of titles this year, including spring releases “All Star Baseball 2000” for N64 and Game Boy Color, 
and “WWF Attitude” for the PlayStation and Game Boy Color. Highlights for the second half include “South Park” for the PlayStation, 
the hoverboard racing game “Velocity,” “ReVolt,” “Machines,” “Shadowman,” “NBA Jam 2000” and “NFL Quarterback Club 2000” 
Also slated for the holidays are “Turok” and “South Park” sequels. 


/A€\aim 
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TOYS ‘R’ US SINGS HOLIDAY BLUES 


Toy ‘R’ Us reported same store sales fell 7% during the nine-week holiday sales period as overall income fell to $4.4 billion compared 
with $4.5 billion for same period in 1997. While the company cited lower hardware price for Sony PlayStation and Nintendo N64 as 
one factor in revenue decline, by and large interactive entertainment was not the culprit. Rather blame is laid to lackluster sales in 
other categories, most notably action figures and battery operated vehicles. “Clearly we are not pleased with our holiday-selling sea- 
son, CEO Robert Nakasone told analysts. Interactive entertainment accounted for 17%-18% of total sales during holidays, up 1%- 
2% from the year earlier. Among few bright spots was successful nine-store Atlanta-area test of company’s new C-3 format, which, 
among other things, doubles the amount of space for electronics/game category to 3,000 sq. ft. Nakasone says the company will con- 
vert additional 200 stores to the C-3 formal this year. The company is adding R-Zones, the name for the new, expanded electron- 
ics/game section, to an additional 130 stores. 


CALDOR IN TROUBLE 


The 145-store Norwalk, Conn.-based mass merchant Caldor is on the verge of Chapter 7 bankruptcy, several sources said at our dead- 
line. The chain lost $27 million on $510 million revenues in its most recent quarter ending Oct. 31. At last month’s Consumer 
Electronics Show in Las Vegas, store officials were telling vendors they couldn’t guarantee payment on new inventory and suppliers 
would have to agree to take back any unsold merchandise. If Caldor liquidates, K-Mart, Target and Milwaukee-based Coles are report- 
ed to be interested in some of the Caldor’s store locations, based exclusively in the Northeast. 


CONIPUSA ON THE BLOCK? 


CompUSA, long considered the key retailer for PC software, is reportedly an acquisition target. Among the suitors being mentioned 
are Staples and Office Depot, the Dallas Morning News reported. The rumors had a dramatic effect on company stock, which rose 
18% to $14.94 one day early last month, later tumbling to 13 by mid-January. The once-dominant computer superstore struggled 
during the recent holiday season as same store sales were off 4.7% for its most recent quarter. Analysts suggest CompUSA has been 
losing market share to Best Buy and Circuit City, which have been undercutting their PC hardware prices in a successful effort to lure 
first-time PC buyers. Other sources tie CompUSAs problems to its acquisition of Computer City last year, saying the 37 converted 
stores were in worse shape than originally thought, which forced CompUSA to pour additional money into promotional activities to 
generate excitement and draw customers. 
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PlayStation Piracy and the Industry 


if Miod Chips are such a piracy threat, wig do many publishers use them? 


By JOHN WITHERS 


the dominance of 


the Sony 
PlayStation in the console market 
today is inarguable. Despite a late 
start, Sony quickly surpassed Nintendo and 
Sega to become the current leader. But lately 
Sony has started bemoaning a problem oth- 
ers in interactive entertainment have been 
decrying for years: the growing threat of 
massive losses worldwide from software pira- 
cy. 

When plans were first announced for the 
disc-based PlayStation, the company quickly 
pointed out a number of impressive techno- 
logical features in their new consoles to pre- 
vent unauthorized disc duplication. 

But technology doesn’t stand still, and pirates 
are nothing if not technically ambitious. By 
designing and widely distributing new 
eprom modules that remove the hardware 
protection from PlayStation consoles, pirates 
have created a huge market for copied 
PlayStation games. 

Kerry Hopkins, Sony Computer 
Entertainment America’s (SCEA) senior 
manager of intellectual property compliance, 
explains that while the company has imple- 
mented a number of security features, the 
march of technology helps the pirates. “We 
have always tried to stay one step ahead of the 
pirates,’ she says. “But a combination of inex- 
pensive burning [CD copying] equipment, 
dropping prices on media and the explosive 
growth of the Internet has worked in their 
favor.” 

The problem breaks down into two distinct 
categories. “The first is commercial lines of 
CDs, what we call ‘silvers,”’ explains Kathlene 
Karg, the IDSA’s director of intellectual 
Property and Public Policy. “These are made 
in multimillion-dollar plants mostly located 
in Asia.” 

“Gold CD's, recordables, are another issue,” 
she continues. “This is a newer problem and 
these are mostly made by smaller pirates 
working out of their homes.” While not as 
big as the production problem, 
“gold” pirates are more numerous, consisting 
primarily of individuals burning discs to give 


cc? » 
silver 


or sell cheaply to friends and acquaintances. 
“This is obviously a more widespread effect 
than the manufacturing plants,” Karg says. 
While no one knows the exact dimensions of 
the PlayStation piracy problem in the U.S., 
it's believed to be only a fraction of the $3.2 
billion the IDSA estimates is lost annually 
overseas. Certainly it hasn’t curtailed 
PlayStation’s North American game sales, 
which topped 50 million in 1998. Still, it is a 
growing concern. Sources estimate from 5% 
to as many as 15% of PlayStation discs in 
North America last year were illegal copies. 
Nowhere is the problem more obvious than 
on the Internet. Usenet ads abound for 
copied games and almost anywhere you go 
online, you can find people giving instruc- 
tions on copying games and modifying 
PlayStation hardware. 

This modification is the key to playing and 
pirating PlayStation titles. For a PlayStation 
to work with a pirated title, a new chip, called 
a “Mod Chip” must be installed to circum- 
vent hardware copy protections. 

But while this would seem to be a limiting 
factor, Mod Chips are widely available on the 
Net. Dozens of Ebay (www.ebay.com) auc- 
tion ads offer mod chips and a simple Web 
search easily turns up sites like Modchip 
Canada, which offers same-day shipping 
worldwide of $14.95 eproms, as well as live 
tech support. 

Are all these chips being used to support 
piracy? Probably not. The Mod Chip also 
allows your PlayStation to circumvent 
regional protection measures that prevent, 
for example, American-bought PlayStations 
from playing Japanese versions of games. In 
this case, it’s difficult to make the argument 
against a gamer willing to pay a premium 
price for an authentic import disc. 

Still, with piracy such a major threat, youd 
think PlayStation publishers would at least 
want the entire issue of Mod Chips emphat- 
ically addressed. But, surprisingly, a hidden 
market for this pirate technology is the 
industry itself, who use Mod Chips internal- 
ly to supplement their supply of hard-to-get 


and costly developmental PlayStation con- 
soles. These consoles, known as Blue 
Stations, are tightly controlled by Sony in 
order, ironically, to help prevent piracy. 
SCEA’s Hopkins denies any knowledge of the 
industry using Mod Chips, but several 
sources said the use of the Mod Chips by 
developers and publishers is an open secret. 
“T’ll tell you for a fact that every major pub- 
lisher in the industry is using Mod Chips,” 
says one publishing executive. “That’s 
because Sony makes it impossible to get 
enough Blue Stations, even if you do want to 
pay the outrageous prices for them. 

“Here we are, one of the major publishers in 
the industry, and we only have two [Blue 
Stations] in this office and one is broken,” he 
adds. “Sure we have ‘Mod Chipped’ 
machines. We simply have to in order to be 
able to do our demos and look at the prod- 
uct coming out of development. It’s insane.” 
Phil Harrison, vp of Third Party and R&D 
for SCEA, denies a lack of availability to 
licensed developers. “We have Debug 
Stations in stock and it is about a five-minute 
fax process to get a new one sent out,” he says. 


WORLD GONE MOD 


Estimated annual cost of piracy worldwide: $3.2 billion LS 


Number of authentic PlayStation games 
sold in N. America (1998): 53 million 


Estimated percentage of pirated PlayStation games 
sold in N. America (1998): 5-15% 


PlayStation software/hardware (tie) ratio (1996): 5-1 
PlayStation software/hardware (tie) ratio (1998): 6-1 
Cost of PlayStation game: $19.99-$49.99 = 
Estimated cost of pirated PlayStation game: $5-$10 v 


Cost of Blue PlayStation: $800-$1,400 (depending on 
whether it’s part of a developer's kit) 


Cost of Mod Chip (installation included): less than $40 


(Source: IDSA, Game Intelligence) 
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THE INSIDE ANGLE 
Barriers to a New Game Boom 


By ARNIE KATZ, Contributing Editor 


he signs and portents all point 
toward a video and computer game 

boom of classic proportions for ‘99. 
All predictions are uncertain, but the pre- 
ponderance of factors weighs heavily in favor 
of a period of high and rising sales. 
Yet skies are rarely cloudless. Even in the 
most favorable situation, even in an expand- 
ing market of seemingly limitless potential, 
there are negative factors and dangerous haz- 
ards. 
The best way to meet such challenges is to 
acknowledge their existence. We can’t solve 
what we deny or deliberately ignore. So as 
retailer cash registers beep a merry post-hol- 
iday tune, let’s pinpoint some of the areas 
that may need some work to keep the good 
times rolling. 
Software Oversupply. Even high consumer 
demand can't soak up all the available prod- 
uct. Publishers, especially in the PC software 
segment, have made honest efforts to reduce 
the number of titles. There were probably 
1,000 fewer computer games produced in the 
last 12 months than the year earlier. 
promote that mn leaves 2,500 new 


: i. Marketing a major video or computer 


game release has climbed to well over $2 mil- 
lion. This strengthens publishers’ motivation 
to forget about the “C/C+/B-” games, which 
will translate into higher sales per SKU. And 
that’s good for everyone. 

Product Quality. The inevitable conse- 
quence of a product glut is poorer average 
quality. The same publishers who maintain 


the highest standards for their line leaders 
~ often make too many compromises on titles 
_that are mostly there to pad the catalog. 

‘Highly promoted, but disappointing games 


like “Tresspasser” dampen « consumer enthu- 
siasm for future purchases. Too 1 many disap- 
pointing entries can undermine gamer con- 
fidence to the point that it blunts sales. 

Lack of Innovation. The last two Electronic 
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Entertainment Expos showcased many 
excellent products, but the booths also pre- 
sented a festival of unimaginative “me-too” 
titles. The world doesn’t need over 80 racing 
contests, less than 25% of which incorporate 
anything unique. The field currently has sev- 
eral over-done categories, like first-person 
shooters and racers, and even the fighting 
games have lost a lot of their sizzle. 

The industry must continue its move toward 
forcefully promoting specific top titles 
instead of pushing whole lines with shotgun 
campaigns. This marketing approach will 
tend to reduce the marginal entries at the 
expense of top-shelf product to the whole 
industry's benefit. 

Publishers must recognize that crowded soft- 
ware departments leave little room for gener- 
ic “line fillers.” The near-term future of the 
video and computer games business lies in 
effectively servicing expanding niche mar- 
kets, not cutting the mass markets into paltry 
market share slivers. 

Pricing. It’s heartening that the cost of games 
has dropped in the last two years. The job is 
not yet done. Computer games like “Deer 
Hunter” (Wizard Works) show the hit poten- 
tial of the $20 price point. Nintendo has also 
helped by lowering retail on its older hits and 
widely advertising these entertainment bar- 
gains. Yet Nintendo is also part of the prob- 
lem. It has brought the hardware down to an 
astoundingly hot MSRP of $129, but its out- 
dated, silicon-based software media keeps 
the cost of games dauntingly steep. 

Those $50-and-up titles, backed by large ad 
and promo budgets, power the videogame 
rental market. In the weekly report on rentals 
compiled by the Video Software Dealers 
Association, N64 titles seldom account for 
fewer than four of the five volume leaders. 
That's great for video store operators, but not 
exactly ideal for channels that sell games. 
Nintendo has back-burnered its optical 
drive, but perhaps it should reconsider. 
Eroded Journalistic Standards. Five years 
ago the gaming press was reasonably experi- 
enced, professional and responsible. The 


compact magazine and electronic media 
field made it relatively simple to beam prod- 
uct messages directly at the market influ- 
encers. 

The Internet has brought democracy to 
games journalism, with good and bad conse- 
quences. We've got more voices, greater reach 
and a lot more coverage. We've also got slop- 
py writing, intemperate comments and 
strutting egos unchecked by any notion of 
press responsibility. 

The Industry must take a long, detailed look 
at print and electronic games coverage. It 
may require hiring an ombudsman to sift 
through the hundreds of sites and publica- 
tions, but it would pay great dividends. Many 
publishers waste their PR muscle and squan- 
der resources on inconsequential journalistic 
organs while more important ones get 
crowded out of the picture. 

Dreamcast Fever. Segas forthcoming 
videogame system promises all sorts of hard- 
ware miracles. A new system clearly increases 
hardware and software sales in the long run, 
but it may keep some wallets in pockets over 
the next few months. 

This has happened many times in the past, 
most recently when Nintendo announced 
the 64 so far in advance. Some consumers 
held off buying a PlayStation or a Saturn 
until they could compare them with 
Nintendo’s platform. 

The industry's momentum should overcome 
such hesitancy during the Ist half, but it 
could become a more serious factor as the 
Dreamcast U.S. launch date draws closer. 
*Will these factors sabotage the boom now 
building a head of steam? Any or all of them 
could hold down sales increases if left 
unchecked. Too many unanswered questions 
might develop into a really serious difficulty. 
*Yet the more optimistic view is likely to pre- 
vail. The video and computer games business 
has a history of facing up to problems and 
leaping over roadblocks. 

Allin all, 1999 should be a record year. If the 
industry successfully addresses these barriers 


to a boom, it will be. © 
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ALIAS NOMS OPEN UNTIL FEB. 28 


The nominating season for the second annual Interactive Achievement Awards is half over, and with approximately one more month 
remaining to make submissions, time is running out on individuals and publishers who wish to participate in the annual industry 
Awards. All nominations and submission materials must be received by the Academy on or before Feb. 28. Finalists will be 
announced in late March. 
Nomination packets are available either directly from the Academy (310-441-2280) or through the Academy Web site (www.inter- 
active.org). Products eligible for the 1999 Interactive Achievement Awards must be publicly available for the first time in their final 
release form in North America between April 1, 1998 and Feb. 28, 1999. 
The Academy of Interactive Arts and Sciences (AIAS) will host the Awards ceremony in Los Angeles on May 13, the first evening of 
the E3 Expo. The invitation-only event will be held at the Los Angeles Convention Center. 
Interest in the Awards is high this year as E3 switches back to Los Angeles and the Academy adds new Award categories in the com- 
puter, online and craft areas. In all, the Academy will present Awards in 30 craft, online, computer and console categories, an increase 
of four categories from 1998. 
Highlight of the event will be the presentation of a single Game of the Year award. Academy members will screen all categories except 
Game of the Year. Category winners are determined by vote of Academy members. Finalists in the Game of the Year category will 
be determined by a first ballot of all voting members. 
In addition to 24 content categories and Game of the Year, the Academy will present five individual crafts awards — for outstand- 
ing achievement in art/graphics, interactive design, sound/music, software engineering, and story or character development. 
This year’s new Awards, by category, include: PERSONAL COMPUTING — Computer Game of the Year, Children’s Entertainment 
Title of the Year, Family Title of the Year, Educational Title of the Year (0-8 years), Educational Title of the Year (9-16 years); ONLINE 
— Action/Strategy Game of the Year, Role-Playing Game of the Year, Family/Board Game of the Year; CRAFT — Outstanding 
Achievement in Character or Story Development. 

a 


INTERACT DELAYS WEB-SURFING CONSOLE ADD-ON mM 7 


InterAct Accessories has delayed the launch of its NetShark Web-surfing accessory for Sony PlayStation and Nintendo N64 until 
early third quarter. Jason Herskowitz, vp, strategic marketing, says the company is finalizing specs for product which will include 

a 14.4 modem, keyboard and Web browser. The Internet service charge will be $10/month. The original concept, first shown at last 
year's E3, featured a 2400-baud, text-only modem and free Internet access. Herskowitz says InterAct is trying to lower NetShark’s 
current projected price from $79 to $69 prior to launch. 

In other InterAct news, the company is planning a spring launch of the CD-ROM based magazine FUSE for the PC market. The 
company claims success last year with a videotape version of FUSE for the console market. PC product marketing manager Tim 
Patterson says the $5.99 CD will have Internet and an e-commerce link. “We’re looking for a product that doesn’t costa lot but has 
some back-end revenues via ads and e-commerce,’ he said adding, “We think we can offer consumers a unique perspective on the 


industry.’ FUSE will likely be sold via POP display at the cash register. 


SEGASOFT TURNS AWAY FROM RETAIL 


Buoyed by the success of its HEAT.net gaming network and disappointed by sales of its recent disc-based retail products, SegaSoft 
says is it will likely end its retail presence in order to focus strictly on its online strategy. Vp/general manager Sarah Anderson says 
its recent holiday releases, “Plane Crazy,” “Fatal Abyss” and the much-hyped “Vigilance” achieved less than stellar sales, convincing 
the company that its future lay in finding alternative means of getting products into the hands of consumers. SegaSoft is now look- 
ing at partnering with up a major corporate sponsor to help distribute discs of its online-only persistent-world game “Ten-Six,” set 
for release this year. One casualty of the decision is the highly anticipated but oft-delayed online-only game “Skies.” “Skies” has been 


returned to Dallas-based developer Paradigm Studios, who are currently shopping for another publisher. 


HAIL SONIC 


Hoping to create a huge splash to get the industry excited about the Dreamcast this fall, Sega of America (SOA) 
is considering renting out all or part of the Los Angeles Coliseum (seating capacity 92,000) for an E3 event this 
May, a source revealed. SOA refused to confirm the report, saying all details about its E3 plans are still under 
wraps. E3 may mark Dreamcast’s public debut in North America. SOA has dramatically scaled back plans to show 
the new console at this month’s Toy Fair. SOA now plans to go on a road show in the coming months to privately 
demonstrate the Dreamcast to the retail community, the source added. 


14 GAME INTELLIGENCE NOVEMBER 1998 


LIFE IS A GAME 
RETAILING IS A 


That’s why there’s so much interest in this product... 


AH! 


cme 
ese 
ea mmcagelll 
arene 


GAMES TRADER INC. 


Q&A with SCEA Sales VP JACK TRETTON 


‘The PlayStation Hasn't Even Peaked Yet’ 


Jack Tretton jokes that his co-workers at Sony 
Computer Entertainment America (SCEA) 
have accused him of having the “easiest job in 
the videogame industry.” As vice president of 
sales at SCEA, Tretton helped guide the 
PlayStation to the top of the North American 
console market. Over much of the past few 
years the market for PlayStation hardware and 
software has been so consistently strong that 
Tretton’s job consisted not so much of convinc- 
ing stores to take in the console but rather try- 
ing to keep up with the huge demand. As 
PlayStation wrapped up its fourth holiday sea- 
son in the U.S., Tretton took a few minutes to 
speak with Game Intelligence managing editor 
David Ward about what’s ahead for the 
PlayStation in 1999 and beyond. 


Q. How do you think 1999 is going to play 
out? There are a few people in the industry 
now predicting that 1999 next-generation 
hardware sales could even exceed 1998 levels. 
Do you share that optimism? 
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A. I think 1999 is going to be a great year. 
Clearly with the installed base we have there’s 
a tremendous opportunity in software sales. 
On the hardware side it will be very much a 
great year, but how many years in a row can 
you grow your business exponentially? We’re 
going to do over 8 million hardware units in 
this fiscal year. It’s hard to keep going from 1 
million to 3 million to 7 million to north of 
8 million. There’s potential for it to go north, 
but it’s getting harder and harder to keep 
rolling a ball up a steeper and steeper hill 
every year. The spectrum for our platform in 
1999 is a fairly tight window between 10%- 
15% south for the most pessimistic, flat if 
youre in the middle and 10%-15% up for 
the most optimistic. 


Q. SCEAs oft-stated goal is to have the 
PlayStation become as ubiquitous as the 
VCR. Is it still possible to reach say the 50 
million installed base mark or above? How 
about 30 million or 40 million? 


A. It’s still possible. I don’t think you can start 
tracking the end of the story until you get 
south of the curve. And once you do, it’s how 
many years beyond that and how many units 
beyond that. We’re already in uncharted ter- 
ritories in terms of growth, so there’s nothing 
historically to indicate what the installed base 
could be in terms of videogame systems, and 
that’s why you find people like Andrew 
(SCEA marketing vp Andrew House) com- 
paring it to other consumer devices such as 
the VCR. I think 30 million is a given and it’s 
where we end up above that. We’re not even 
at peak and we're at 18-20 million. I’m not 
sure what the (16-bit) systems ended up at, 
but I know they generated a significant 
amount of sales past peak. 


Q. SCEA and the PlayStation have been 
instrumental in turning video-gaming into a 
strong year-round business for retailers as 
opposed to a seasonal industry. Does it get 
easier to sell all year-round with each passing 
year because you're marketing to a larger and 
larger installed base? 


A. It does. But I can tell you personally that 


there used to be a good period of time there 
when you could take a breath, and there isn’t 
that time anymore. Every month matters, 
every week matters. We're generating signifi- 
cant revenues 12 months a year, and from a 
software release calendar you're seeing a great 
flow of product throughout the year. All of 
which is great for the consumer, but for 
everybody in the business it means we have 
to work that much harder. It used to be it 
didn’t matter what you did for the first 10 
months of the year as long as you had a great 
holiday selling season. As a manufacturer | 
can tell you that’s changed. 


Q. Do you feel the $39-$49 price points for 
new PlayStation games will hold in 1999? 
How about the $19-$24 for Greatest Hits 
titles? 


A. We're very happy with our pricing struc- 
ture with $16 and $32 yielding $19.99 and 
$39.99 price points. We established those 
price points two years ago, and what you 
found (in 1997) was that our stuff was at $39 
and a handful of third-party stuff at $39, 
with a lot at $49. (In 1998) you saw most 
titles at $39. You've seen very few titles as $49. 
While we didn’t change our pricing strategy, 
(1998) is the first year that $39 became the 
accepted pricing across the board. You'll see 
that solidify in 1999. 


Q. But don’t some retailers grumble that the 
margins aren't there at $39.99? 


A. It’s all relative. Would you rather sell three 
games at 30 points or six games at 20 points 
margin? If you do the dollars, you're making 
more money right now than you were mak- 
ing in the past. It amazes me that people 
point to the higher margins of the past, but 
what I remember about the 16-bit business is 
that you could get 30-35 points on some 
games, but there were no minimum adver- 
tised price policies. So people would end up 
selling a really hot game like ‘Mortal Kombat’ 
at $1 over cost to try to attract people into 
their store. So I find it very hard to believe 
that their margins aren't higher than they 
were in the past. A minimum of 20 points is 


not too shabby. I know theyd prefer 30, 40 or 
50, but I'd take the turns at a lower margin 
any day. 


Q. Is there any concern that the growing 
Greatest Hits program may end up eroding 
the shelf space for new PlayStation titles? 


A. I don't think so. We're usually carving out 
new space. You usually see it segmented away 
from the main section on an end cap or some 
type of dedicated display. It’s really going 
after either a new consumer to make the 
overall system that much more appealing or 
it’s an incremental purchase — the con- 
sumer who's already selected a new game and 
then decides that for $20 they can get an 
extra game they always wanted. When we 
launched the program we were very con- 
scious of Greatest Hits eroding either new 
sales and/or shelf space. From a sales stand- 
point it hasn’t happened, and we have fought 
very hard to have any expansion in shelf 
space come at the expense of other categories 
or our competitors’ shelf space. 


Q. How do you view the Sega Dreamcast? 


A. To be honest, I’m not that familiar with it. 
It's a difficult road for them and I wish them 
a lot of luck. I guess if I had a choice to be 
where they are or where we are, I'd rather be 
where we are. 


Q. In talking with retailers, I get the sense that 
they're really enthusiastic about the prospect 
of a new console in 1999. Have you gotten 
that sense? 


A. Retailers are always looking for something 
new. Early on in any platform life cycle, 
there’s an inverse cost structure that does not 
come at the expense of the retailer. Sega is not 
going to tell you they're going to make 
money next Christmas on this plat- 
form, because they're going to spend a ton 
of money on advertising and they’re going to 
have to take a hit financially on the system to 
get it out there at a fairly attractive retail price 
point. All of that is bad news for the manu- 
facturer, which is Sega, but it’s good news for 


the retailer, because the hype 
will generate X amount of sales 
from the early adopters regardless 
of whether it’s a long-term success. 
So it’s somewhat of a no-lose 
proposition for retail. 


Q. Do you anticipate any sort of dip 
in sales just prior to the arrival of the 
Dreamcast? Did you have any sort of 
drop just prior to the arrival of the 
N64? 


A. No. In fact, our numbers actually 
jumped up with the arrival of the 
N64, and I think the same thing 
will happen again with the 

Dreamcast in that there will be 
added interest in the videogame 
category. If they generate inter- 

est, well get more than our 
share of positive sales as a 
result. One thing that is safe 
to say is that the consumer 
well be going after next 
Christmas 1s not the early 
adopter. The consumer 
that Dreamcast will be 

going after is the early 
adopter, which we already 
got back in 1995. 
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Continued from Cover 

executives, launched an ad-supported online 
game called “WarSport” in 1997. While the 
game was only a minimal success (it cur- 
rently can be played on MPath), the 
founders quickly realized the real potential 
lay in the ad technology. In October they 
signed an agreement with go2net to sell 
advertising in financial software. In 
November, armed with $2 million in addi- 
tional financing, Conducent expanded into 
the entertainment segment. 

Conducent offers their ad-enabling tech- 
nologies to developers and publishers for 
free. The “lite” version, called AdInstant, 
takes up less than 200kb and can be added 
when configuring the install shield program. 
Conducent claims AdInstant can be installed 
in less than a day, including testing. 
AdInstant enable ads, basically oversized 
banners taking up about two thirds of the 
user's computer screen at 640 x 480 resolu- 
tion, to run before and after games. The ads 
run 10 seconds and feature 10 frames of ani- 
mation maximum. “It’s basically a splash 
screen, explains Conducent director of 
entertainment content Michael Rothman, 
adding the ads would run in most cases dur- 
ing the time while a PC demo or game is 
loading in the background. 

Conducent’s second technology, called the 
AdSDK, is installed at the earliest stages of 
development and allows product placements 
and other rotatable promotions to be placed 
directly into game play. For example, a first- 
person shooting game may feature a scene in 
which a character rounds a corner and sees a 
billboard containing an ad. When the user 
plays the game several weeks or months later, 
he would see a different ad on the billboard. 
Rothman says Conducent ads cost about the 
same to produce as a banner ad, yet provide 
a far more targeted approach, allowing pub- 
lishers to promote, for example, a strategy 
guide directly to the buyer of that game. 


Conducent’s ads in disc-based games 
STRENGTHS 


WEAKNESSES 


“And if you turn it on three or five months 
later, you can give your users the message, 
‘Hey a new mission disc for this product is 
coming out,” Rothman says. 

Conducent’s income will be solely derived 
from portions of the ad revenues the appli- 
cation generates. “We’re completely perfor- 
mance based,’ says Rothman. “A piece of the 
ad revenue goes to Conducent and a second 
piece goes to the ad sales network, which in 
the entertainment software category is 
Imagine Games Network,” he says. “A piece 
goes to the distributor, which in many but 
not all cases is also the publisher. And finally 
a piece goes to the developer, which again is 
often the publisher.” 

One source familiar with the technology says 
the revenues being discussed over the short 
term are small. “We're not talking about 
hundreds of thousands of dollars going back 
into your marketing budget,” he says. “We're 
talking about maybe being able to take out 
another single-page print ad.” 

That may change, but it is likely to take time. 
Thus Rothman cautions the business model 
won't initially lower the cost of goods and 
enable publishers to drop the price of their 
AAA titles. Once Conducent ads become 
more accepted, there may be some media 
placement revenues that could give publish- 


AD REVENUE BY MEDIA (in billions) 


Television Radio 


Newspapers Consumer Mags 


1998 $48.7 $148 $499 
1999 $51.9 $16.1 $53.6 
2000 «= $57.6 2«=s $18.20 $58.3. 
nal $605" $187 gee 
2002 $65.9 $21.1 $66.0 


Source: Veronis, Suhler & Associates Communications Industry Forecast (1998) 
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Business Mags Online 
$10.6 $ 8.9 $ 1.7 
$11.4 $9.7 $ 3.1 
$12.6 $10.7 $ 4.2 
«$13.4 $11.5 $5.4 
$14.5 $12.5 $6.5 


ers more flexibility in instituting life-cycle 
pricing and other programs to help their 
game develop much longer legs, he adds. 
Conducent also argues interstitial ads could 
be a huge opportunity for retailers, allowing 
chains to work with publishers to solidify 
customers loyalty. “The publisher can run 
ads in front of the game that drive people 
into that specific store with, say, a dollars-off 
coupon for a strategy guide or instant rebate 
coupon or a free t-shirt,’ Rothman says. 

In addition to pushing targeted ads to con- 
sumers, Conducent’s technology can also 
gather market research about people playing 
the game and send this information back to 
the publisher and developer. Company offi- 
cials stress any information about the user is 
within legal confines and limited to the game 
usage only. The technology will not, for 
example, search the user’s hard drive for 
other games or applications. 

But what Conducent will be able to gather is 
where the player resides, where the game or 
demo was bought or downloaded from, how 
many impressions and click-throughs were 
generated and even how far through the 
game the user got in one sitting. “We've 
already met with large software publishers 
who are just interested in the data that this 
technology pulls down on the their users 
alone,” Rothman says. “One of the great mys- 
teries in this industry, for example, is how 
often does a user play a demo. With this 
youre going to know.” 

Conducent says if a publisher does not have 
an ad scheduled to run, the application is 
transparent, meaning the user will see noth- 
ing. PC gamers can also turn off the technol- 
ogy if they don’t want ads in the games. 

In the gaming community, however, even 
less intrusive technologies have sparked 
furor. Andy Swann, director of Happy Puppy 
Games, is skeptical. “A large number of 
gamers are very concerned about privacy 
issues.” 

Regardless of any short-term controversy, 
Conducent may be on to something. Several 
people we spoke to say some form of ad- 
based model would allow interactive enter- 
tainment to reach price points that would 
enable it to truly compete with music, 
movies and television for the mass market’s 
leisure dollars and time. “I don’t know how 
we re going to get there, but I think within 10 
years all games will be $6.99 and supported 
by ads,” says M-2K president Paul Bader. @) 
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VIN Labs Targets Casual Gamers 


he nay-sayers are still out there and 
details are still sketchy, but VM Labs 
says it plans to roll out its NUON 
game technology in DVD players this fall 
supported by six titles. An additional 20-25 
games will be on shelves by year end. At the 
Consumer Electronics Show (CES), the 
company was vague on manufacturing part- 
ners but expressed confidence its technology 
will be in half the DVD players on shelves 
next Christmas. 

Despite the past failures of Philip’s CD-I and 
3DO’s Multiplayer, VM Labs is convinced it 
can successfully incorporate videogame tech- 
nology into a multipurpose set-top box. 
NUON, the name for VM Labs’ chip tech- 
nology, adds interactive applications to DVD 
movie players, enabling games, Internet con- 
nectivity, full-color user interface and pro- 
grammability. 

At CES, VM Labs announced deals with 
SC&T, Laral Group and Nyko to make con- 
trollers for NUON-enhanced DVD players. 
Still unclear is whether hardware manufac- 
turers will want controllers bundled in with 
NUON-enhanced players or limited strictly 
as an after-market product. The argument 
against bundling is one of wanting the lowest 
hardware cost possible, but also a concern 
that bundling controllers may limit the audi- 
ence if consumers view it firstly as a game 
machine. 

VM Labs marketing vp Greg LaBrec says 
about 100 developers currently have NUON 
development kits. He won't name the pub- 
lishers but suggests theyre companies who 
already develop for a number of platforms. 
Other sources say they include Psygnosis, Fox 
Interactive, GT Interactive and Activision. 
LaBrec says the 1999 titles will include both 
ports and original games. “We have a 
PlayStation kit that allows you to do a basic 
port in eight weeks,” he says. “But when 
you ve got 10 times the power youre going to 
want to enhance it. So this gives publishers a 
good six to eight months to make a better 
game out of it.” 

Games will be both DVD and CD-based. 
“There is a misconception that they have to 
be DVD based,” LaBrec says. “In most cases 
they don’t. DVD is just a storage mecha- 


22 GAME INTELLIGENCE FEBRUARY 1999 


nism.” Some of the games that will require 
DVD will be movie/game hybrid discs creat- 
ed by the Hollywood studios that will have 
simple quizzes or “Breakout” type games 
running at the end of the movie and tie back 
into the film. 

LaBrec claims NUON is a far more powerful 
platform than the current generation of con- 
soles, but stresses the company is not target- 
ing the gaming fanatic. “Primarily we’re 


tional consumer electronics stores and movie 
stores in addition to mass merchants. NUON 
titles and peripherals will likely be sold next 
to DVD movies, and LaBrec is proposing 
that games have the same long-box packag- 
ing currently used for movies. The company 
is also looking at including a software rack 
with interactive kiosks that demonstrate the 
DVD player’s movie and game technology. 
In many ways VM Labs’ battle will not be 


STREAMASTER (Motorola); Estimated price: $500 


Features: Dual Power PC (54 MHz) processors; embedded 32-bit RISC Controllers; support for 32 Mb D-RAM, 


2 Mb Flash RAM. 


NUON Media processor: MPEG 1-2 Audio/Video Decoder; PAL/NTSC Digital Video Encoder; advanced 2D and 


3D graphics; 32-voice Wavetable audio synthesizer. 


Other features: Optical/Coax and 6-Channel Dolby AC3 Outputs, 2 Smart Card slots, 2 Joystick ports, 2 IEEE 
1394 FireWire ports, S-Video In/Out, InfraRed wireless support and 10BaseT Ethernet and PCMCIA support. 
Comments: Streamaster is one of the first examples of the all-in-one convergence box many in the consumer 
electronics, videogaming and PC industry have been predicting for some time. It enables consumers to play 
DVD moves, CD audio, NUON games, as well as surf the Internet all from the comfort of their living room. 
But at $500 it may still be a bit pricey for the mass market. Motorola is currently looking for manufacturing 
partners. Technology is scalable, so conceivably a product with reduced features could be brought out at a 


lower price. 


going after the mass market, the 85% of the 
people who aren’t hardcore gamers.” He says 
even now publishers and retailers still don’t 
understand the model and want to know 
whether NUON will outsell the Sega 
Dreamcast next fall. 

“We're not going to spend a ton of money 
trying to convince hardcore gamers not to 
buy a Dreamcast,” he says. “But there are a lot 
of people who don’t have a console now, but 
may have been gamers in the past. They're 
not going to go out and buy a dedicated con- 
sole. But that’s not to say that if we give them 
the ability to play games as a value-added fea- 
ture to their DVD movie player, that they’re 
not going to play every now and then.” 
NUON publishers will have games in tradi- 


with other consoles, but in convincing DVD 
player manufacturers to use their chip 
instead of a standard MPEG decoder. Since it 
supports the Open DVD standard, NUON 
already has the backing of many key figures 
in the DVD industry, including Warner 
Home Video president Warren Lieberfarb. 
International Data Corp. estimates ship- 
ments of DVD players will increase steadily 
over the coming years and reach 9 million 
annually in 2002. If many are NUON- 
enhanced, then publishers will have a large 
built-in audience with the right hardware in 
homes that they then will have to convince to 
buy software. “We’re going to see an installed 
base growing at a much higher rate than a 
dedicated console,” LaBrec predicts. 
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increase of 14%. The PlayStation was the 
clear shining star of the market, solidly out- 
pacing the Nintendo 64 throughout 1998. 
However, U.S. sales of top 20 titles for both 
the PlayStation and Nintendo 64 are now 
well over 500,000 units. In 1997, the average 
top 20 PlayStation title only did 250,000 
units. In the PC market, a top 20 title con- 
tinues to do over 250,000 units. The bottom 
line is that the PC, Nintendo 64 and Sony 
PlayStation are all solid and growing plat- 
forms for interactive entertainment soft- 
ware. 

Consolidation and Consumers 
Consolidation and merger activity is a con- 
stant in the interactive entertainment mar- 
ket, and 1998 was no exception. The 
Learning Company acquired Broderbund 
and Mindscape and was then itself acquired 
by Mattel. Other major investment activity 
included Cendant selling off its software 
divisions to Havas, Electronic Arts acquisi- 
tion of Westwood Studios and Hasbro’s sur- 
prising acquisition of long-suffering 
Microprose. The best news from the consol- 
idation front was that the $1 billion purchase 
of Cendant and Mattel’s willingness to pay 
$3.8 billion for The Learning Company may 
help validate the game market in the eyes of 
an Internet-obsessed financial community. 
The fact that toy companies Mattel and 
Hasbro are two of the most active purchasers 
is further proof that interactive entertain- 
ment is a major competitor for consumer 
time and dollars. In a year when traditional 
toy sales slumped (despite Furby), growing 
videogame usage is hurting traditional toy 
sales. 

Increased consumer usage is perhaps the 
biggest positive sign from 1998. One of the 
most notable trends in the computer game 
industry has been the growth of “hunting 
simulations.” These include such titles as 
“Deer Hunter, “Cabela’s Big Game Hunter” 
and “Rocky Mountain Trophy Hunter.” 
However, these titles do far more than indi- 
cate that computer gamers like hunting. On 
the contrary, the success of the hunting sim- 
ulations is some of the best evidence yet of 
the emergence of more of a mass market for 
computer entertainment software. Over 45 
million households now own PCs, and there 
is solid evidence more and more people are 
starting to use those PCs for entertainment. 
But, instead of buying traditional computer 
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games, many of these consumers are starting 
to buy products that target their lifestyles. 
Real-life simulations like “NASCAR Racing,” 
“Deer Hunter” and “Microsoft Flight 
Simulator” were major hits in the PC mar- 
ket. Often these titles sold to consumers that 
had not bought any other PC game. 
Meanwhile, the success of titles like “Titanic,” 
“Blue’s Clues,” Mattel’s “Barbie” products 
and the line of classic games from Hasbro, 
show how the PC has become truly mass 
market, especially if linked to a familiar 
license and priced attractively. 

Retail and Pricing 

The biggest winner from the emergence of a 
broader market is Wal-Mart. Wal-Mart has 
gotten onboard the interactive entertain- 
ment business in a big way, completely over- 
hauling and improving their merchandising 
of games in 1998. As a result, Wal-Mart’s 
market share has grown at the expense of 
such established chains as Toys ‘R’ Us and 


The hope is that 
strong growth in 
1998 will trans- 
late into even 
stronger growth 
im 1 B 


CompUSA. Wal-Mart is now the most 
important retailer for the interactive enter- 
tainment industry and the road to mass- 
market success goes straight through 
Bentonville. 

Of course, the growing consumer base and 
the continued strength of mass merchandis- 
ers like Wal-Mart has resulted in significant 
price pressure. The average price for software 
continued to decline for all systems. In the 
PC market only triple-A titles can hold a $40 
price point for any length of time. The 
biggest growth segment for PC software is 
with titles that are released in the $20 to $30 
range. On the console side, Sony has 
emerged as a clear trend driver. With lower 
software prices, and the PlayStation Greatest 
Hits program, Sony has created a lifecycle 
pricing model that Nintendo, with its car- 
tridge-based model, is finding hard to 
match. 

Pricing pressures are probably the best indi- 


cation of how far the interactive entertain- 
ment market has to go until it becomes a 
comparatively stable business. In the long 
term, lower prices should benefit the market 
by increasing the consumer base. However, 
in today’s market, trends like net-to-zero 
pricing, the demand for MDF funds and the 
extreme pricing competition among retail- 
ers puts incredible strain on the margins of 
both manufacturers and retailers. Both mar- 
keting and development costs continued to 
increase in 1998, and the basic industry 
dynamics, where nine out of 10 products 
lose money continue to hold true. 
Publishers and Developers 

For software publishers, several ominous 
trends continued to loom on the horizon 
throughout 1998. The formation of 
Gathering of Developers was not significant 
as an immediate threat to publishers, but it 
did indicate the growing problem publishers 
face with trying to keep top talent. There is a 
short supply of people that can consistently 
develop hit games. Top developers are 
becoming stars and the bidding wars for 
these developers not only add to develop- 
ment costs, they make it hard for publishers 
to create consistent product franchises. 

As a result of increasing product develop- 
ment instability and rising marketing costs, 
Wall Street has not given interactive enter- 
tainment the attention its overall revenue 
growth would seem to deserve. Wall Street is 
focused on the Internet and does not tend to 
view interactive entertainment as a growth 
industry, even with the potential for online 
games. 

The hope is that strong growth in 1998 will 
translate into even stronger growth in 1999, 
Developers are just starting to tap into the 
potential for 3D games. Much of the money 
spent over the past several years learning 
how to develop 3D games will be amortized 
over the next two years in the form of high- 
quality software. New platforms like Sega’s 
Dreamcast, VM Lab’s Nuon, PlayStation 2 
and DVD-ROM may dominate press cover- 
age in 1999, but even under the best of cir- 
cumstances they will have a negligible effect 
at the cash register. In 1999, hardware sales 
for the Nintendo 64 and Sony PlayStation 
could equal, or even surpass their 1998 lev- 
els. In short, 1998 was an overall good year 
for interactive entertainment and 1999 is 
shaping up to be even better. Will the rest of 
the world pay attention? Stay tuned. am 


_ SBIR tht an Ne SRR eR ea 
1998: The Winners 


Sony PlayStation: Without a doubt, the PlayStation clearly emerged as the dominant game platform in 1998. 

Casual Game Market: The success of titles like “Blue’s Clues,” “Deer Hunter,’ “Rugrats,” and companies like Hasbro, Lego and Mattel is 
proof that interactive entertainment is a growing force in middle America. 

The Legend of Zelda: Ocarina of Time: The No. 1 OVERALL entertainment product for the 1998 holiday season with sales of $150 mil- 
lion in its first six weeks. “Zelda” shows that this market is first and foremost driven by great content. 

Color Game Boy: The continued success of the Nintendo’s Game Boy shows the tremendous but underserved potential for gaming any- 
time, anyplace. 

Half-Life: Sierra's title is the best first-person shooter ever and breathes new life into a genre that was beginning to look tired. 

Metal Gear Solid: Konami's game was the one solid standout in the PlayStation’s disappointing fourth quarter lineup. 

Wal-Mart: With total sales of over $120 billion, and the fact that it is the only option throughout much of small-town America, Wal- 
Mart is clearly the most important retail chain. 

Nintendo: The Nintendo 64 was trounced by the PlayStation in 1998, however the Color Game Boy is a hit and Nintendo 64 titles like 
“Zelda, “Turok 2,’ “SouthPark” and a growing sports lineup could spell surprising 1999 success for the N64. 

Major Console Publishers: 3DO, Acclaim, Capcom, Eidos, Electronic Arts, Konami and Namco all saw their fortunes rise as the installed 
base of the PlayStation and Nintendo 64 soared. 

Best Buy: This retail chain continues to emerge as a major force in the game market, at the expense of chains like CompUSA. 
Wrestling Games and Knockout Kings: THQ and Acclaim’s wrestling titles and EA’s “Knockout Kings” had enormous success on the 
console systems. Wrestling games show the potential for titles that can tap into the interests of Joe Six-pack. 


_ GMOS Ge ne ee ie ee ra eee 
1998: The Losers 


Sega: Sega did a good job of maintaining a low profile, but being forced to sit on the sidelines during one of the biggest years in inter- 
active entertainment history had to hurt. 

Interplay: An IPO couldn't mask the underlying weaknesses in Interplay which was forced to cancel the release of several top titles. 
Midway: Stagnant revenues, a declining arcade business and declining market share on the Nintendo 64 has equaled a stock that is in 
the doghouse as far as Wall Street is concerned. 

Toys ‘R’ Us: A substantial portion of Wal-Mart's growth came at the expense of Toys ‘R’ Us. 

CompUSA: Best Buy and Circuit City have been undercutting PC prices. As the stock trades near a two-year low, rumors that this pow- 
erhouse chain is on the block abound. 

Panasonic Interactive Media: Three years into the market this software division does not have a hit. If consumer electronics giant 
Matsushita wants to compete with Sony in the interactive entertainment space they have a long way to go. 


ER RS ARM ES LAER aN: A I IRIE 
1998: The Disappointments 


Hardcore PC Game Market: Face it, there are only so many geeks out there. 

Fourth Quarter PlayStation Software: Aside from “Metal Gear Solid,” late 1998 PlayStation titles consisted mainly of uninspired sequels 
and the latest annual installment of established sports franchises. “Tomb Raider 3,” “Twisted Metal 3” and “Cool Boarders 3” all sold 
well, but failed to generate enthusiasm among retailers and consumers. 

DVD-ROM: Entertainment software sales were almost nonexistent and hardware sales have been hurt by consumers going for low-cost 
CD-ROM.-based PCs. 

Online Gaming: A solid online component is a must for high-end PC games. Witness the disappointment surrounding “Unreal.” 
However, it is a gross understatement that trying to get consumers to pay for the experience is difficult. This leaves online gaming as an 
ad-supported model or a value-add for retail products. 

Wall Street: With Internet mania, many in the investment community give the impression that they don't realize the interactive enter- 
tainment industry exists. The attitude of many institutional investors: If you want to have a piece of the game market just buy EA stock. 


EtG ie tie PERRET ONE Se 
1998: The Surprises 


Hasbro/Microprose: The king of family games buys the epitome of hardcore games. “Falcon 4.0” gets advertised extensively during the 
NFL playoffs. 

Mattel/Learning Company: Barbie apparently wasn’t enough, so the toy company buys into the market in a massive way. 

High Valuations: Broderbund and Microprose sell on the cheap, so late 1998 brought a pleasant surprise when Cendant Software sold 
in its entirety for $1 billion and Mattel immediately topped it by buying The Learning Company for $3.8 billion. 

The 16-bit Market: No new software products, no marketing, no press coverage and this market still has a pulse. 
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PERIPHERALS 


Sundaes From Plain Vanilla — 


By DAVID GERDING 


» ondering InterAct’s memory card 
/ that features a 3D bust of Lara 
Croft... rather unclever puns leap to 
mind. While the puns may be bad, peripher- 
als and accessories vendors that are branding 
peripherals products with fan-friendly 
themes may prove a very clever niche move. 
Indeed, creating products with the ability to 
stand out on the shelf in a crowded market is 
rarely a laughing matter. Moreover, branded 
peripherals command steep premiums, 
fetching up to twice the dollars of a function- 
ally equivalent, plain-vanilla peripheral. 

“We have memory cards shaped like a foot- 
balls, baseballs, and basketballs,” says Penny 
Bradshaw of Mad Catz, the El Cajon, Calif.- 
based peripherals and accessories manufac- 
turer. The company launched the MC 
Sports-branded accessories late in the holi- 
day buying season. “Toys ‘R’ Us had them 
first. KayBee and Wal-Mart just picked them 
up, says Bradshaw. Mad Catz reports the 
units are selling well thus far. The units sell 
for $19.99, whereas comparable “generic” 
memory cards sell at $9.99. Bradshaw says 
Mad Catz was attracted in part by the higher 
margins branded peripherals can deliver. 
InterAct also has a line of sports themed 
memory cards ($14.99-$19.99), including an 
upcoming hockey-mask product. InterAct’s 
Jason Herskowitz says they're looking at 
teaming up with the professional leagues, but 
adds, “There’s the issue of that additional 
licensing fee. It’s a question of whether the 
license would be enough to raise the price or 
be worth squeezing the margins.” 

Licensing and Themes 

Mad Catz entered the licensed peripheral 
realm with its Andretti Steering Wheel for 
the Playstation, an analog/digital unit that 
includes rumble-force feedback. The compa- 
ny is now talking to Sony regarding a themed 
product that would be marketed as an autho- 
rized first-party peripheral. 

While licensing and “theming” can quickly 
differentiate products on the shelf, the 
process is not without pitfalls. One manufac- 
turer was asked to discontinue a popular 
“cow-themed” controller from the market 
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when systems powerhouse Gateway decided 
the Guernsey-inspired design infringed on 
its trademark. 

Finding the right theme or licenses for game 
control peripherals can be a challenge. For 
driving controllers, the tie-ins are pretty 
obvious, like Mad Catz “Andretti” or 
Thrustmaster’s NASCAR Super Sport wheel 
for PC’s. Move into joysticks and both 
designers and marketers need to get more 
creative. 

For a time CH Products sold a joystick with 
the “Jane’s” license. What’s a “Jane’s”? Flight 


sim fanatics know “Jane’s Defense Weekly” is 
the leading publication for real-world mili- 
tary hardware. Apparently, not enough of 
them knew...the product was dropped. 
Indeed, the difficulty in finding appropriate 
licenses for controllers has left most periph- 
erals companies to pursue a line or internal 
brand strategy, like Microsoft’s “Sidewinder” 
brand or CH Product’s F-16 series. 

While finding an appropriate license or 
theme may be challenging, InterAct will 
launch a product in Q3 that shows its mar- 
keters are thinking beyond the “macho” 
branding strategies typical of in the con- 
troller market. InterAct has one word for 
marketers that believe a joystick’s name 
should connote swift and painful death: 
Barbie. InterAct surprised many in the 
peripherals business with the announcement 


The Branding of Peripherals 


that it will leverage one of the most popular 
brands of all times - Mattel’s Barbie - to help 
it sell game pads and Joysticks. 

“The goal is to not only have it merchandised 
in the game section but also to have it mer- 
chandised in the girls section and in the toy 
section,’ Herskowitz says. If a license and a 
pretty face can indeed secure a peripheral 
product multiple category placement in 
today's fiercely competitive retail environ- 
ment, InterAct may well be on to something. 
The challenge will be how much of a 
demand there really is among young girls for 
specialized videogame controllers. 
Herskowitz says one advantage of branded 
peripherals is higher visibility in stores. For 
the Lara Croft memory card, InterAct 
included a clip strip. “In (Electronics 
Boutique) it’s being displayed behind the 
counter and at Best Buy I’ve seen it hung on 
an end cap,’ he says. “It makes sense to have 
them near the memory cards, but what we’re 
saying is ‘Hey, hang these in a high profile 
place.’ 

InterAct will have 6-10 character-shaped 
memory cards this year for both PlayStation 
and N64, including the mid-February release 
of WCW wrestler Goldberg. The company is 
limiting the production runs in hopes of 
turning these cards into collector’s items. 
“With Lara Croft we're only running 
200,000,” he says, adding InterAct has already 
sold through about 50,000. 

Potential Market 

While themed and licensed peripherals offer 
vendors higher margins and the potential to 
raise retailers receipts by raising price points 
for peripherals, vendors agree this is likely to 
remain a niche category. “They will be a 
small percentage because they are more 
expensive. These kinds of products will 
appeal to the enthusiasts, depending on the 
theme. They also appeal to younger children,” 
says Bradshaw. A year or even two years from 
now she estimates that themed peripherals 
will account for “at best, maybe 10% of the 
market.” 


SNIPER for PS 


Feel the power of auto-recoil action! Features include 
Guncon compatibility, auto-fire, auto-reload and manual 
reload functions. 


REMOTE WIZARD for PS 


Enjoy wireless freedom with this 2-controller package. With accuracy up 
to 30 feet, auto- fire, slow motion and TV Remote capabilities you’re 
ready to attack. (Auto shut off enhances battery life.) 


REMOTE WIZARD 


COOL STAND for PS 


Get your console off the carpet. A built-in fan circulates airflow, 
memory card storage included. 


REALITY VEST for PS or N64 


Get into the game with the Reality Vest! 6 extra powerful motors 
respond to PlayStation vibration function. 4 vibration sequence settings 
allow you to choose the action. Adjustable straps—one size fits all. 


BOOMERANG 64 


Double your rumble! An ergonomic controller with built-in rumble, easy . op 
access buttons and memory card and Rumble Pak compatibility. 


COOL RHYTHM for PS 


Get off the floor and into the rhythm with a stereo amplifier and 
speakers. Assist console airflow with a built-in circulating fan. 
memory card storage included. 


GAME LIGHT PLUS 


tor GAMELIGHT PLUS for N64 


GAME BOY POCKET Use your GAME BOY POCKET or GAME BOY COLOR in the dark 


OF with the universal GAME LIGHT PLUS 
GAME BOY COLOR 


3 


*'Universal Accessories Available for GAME BOY POCKET and.GAME BOY COLOR * 


Nuby Holdings Corp. 
35 Main Street 


www.nubyonline.com 
Tl For more information e-mail us at info@nubyoniine.com 


PlayStation and the PlayStation logos are registered trademarks of Sony.Computer,Entertainment Inc. 
Nintendo, N64, GAMEBOY POCKET; and GAME BOY COLOR are registered trademarks of Nintendo of America, © 1998. NUBY HOLDINGS CORP. 
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A GUIDE TO THE RATINGS 

Buzz Factor (1 low, 5 high): The buzz factor is an indication of how much editorial coverage is being given to a title. A low ranking does not necessarily mean low sales. 
Expected Sales: This is the number of units a title can be expected to sell in the domestic market over its lifetime. 

Title Ranking: Titles are ranked from AAA to C. The rankings are based on a subjective estimate of the title’s quality, buzz, marketing and sales potential. 


AAA: Customers are waiting in line for the game and after playing it they will come back smiling. The best of the best. 

AA: A high-quality title with top 10 sales potential. 

A: A strong seller for its genre. 

B: Niche titles of high quality or a title of mediocre quality backed by solid marketing. Stronger B titles receive a B+. 

C: Limited sales potential due to weak marketing, limited consumer appeal, poor quality or most likely a combination of all three factors. 


LEI CAT RENE AS I TA EET TS A NTE LETS A ANAT SMART RENEE aN 8 OG CRRA NI 
CASTLEVANIA 64 (Konami) 
Platform: Nintendo 64 
Release Date: 2/2/99 
MSRP: $54.99 
Genre: Action/adventure 
Buzz Factor: 4 
Title Rank: AA 
Sales Potential: 500,000+ 
Highlights: This adventure title with a horror-based theme is the perfect followup for consumers that are finishing up “Zelda.” The 
“Castlevania” franchise dates back to the 8-bit NES and has excellent consumer recognition. This title has been receiving favorable press 
coverage, making “Castlevania” possibly the title to beat in early 1999. “Castlevania” has been featured on the cover of Nintendo Power 
and is being extensively covered by all the major game magazines. A four-week TV campaign and advertising in the lifestyle press means 
the mass market will be aware of this title. 

ELLE AE SIE STE ELLIE RE STC AE INIA AREA SNE MED NE REDE TEER TT TT ID OGRE LEE DEINE ELE EEE EES TI ENS EE 
DEAD IN THE WATER (ASC Games) Sraike Se 
Platform: PlayStation 
Release Date: 2/1/99 
MSRP: $39.99 
Genre: Action/racing 
Buzz Factor: 2 
Title Rank: B 
Sales Potential: 50,000-100,000 
Highlights: ASC made a wise decision in pushing this PlayStation game back from its original October release to first quarter, where it 
has much better chance of standing out. Described as a cross between “Wave Race” and the “Twisted Metal” series, the game received good 
if muted early press coming out of last year’s E3. The final version is receiving mixed reviews upon release. The game is being backed by 
double-page ad spreads in the enthusiast press as ASC feels “Dead in the Water” is more aimed at the hardcore gamer. Definitely a game 
worth carrying, especially if your customers are fans of jet-ski games such as “Jet Moto” and “Wave Race.” 

(RS A A Seth a Ni RR RS MN RPA mS 3 RES EIU Ut OA EU NR AO AIM MIS Con Sarees Heinahoeles 9 AIA RN 
LEGACY OF KAIN: SOUL REAVER (Eidos Interactive) 
Platform: PlayStation 
Release Date: late March 
MSRP: $54.99 
Genre: Adventure 
Buzz Factor: 4 
Title Rank: AA 
Sales Potential: 200,000-500,000 
Highlights: Despite several delays (latest pushed it back from late February to late March) this sequel to the moderately successful “Legacy 
of Kain” has been generating very good buzz in the gaming press. This supernatural horror/adventure title will get strong marketing and 
in channel support now that developer Crystal Dynmics is under Eidos’s wing. “Soul Reaver” should do extremely well among hardcore 
gamers and has the potential to be one of the breakout hits of the first half. The large proven base for “Resident Evil” is likely to go for this 
title. The game will be backed by TV ads as well as print in lifestyle magazines such as Spin. 
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MARIO PARTY (Nintendo of America) 
Platform: Nintendo 64 
Release Date: 2/11/99 
MSRP $54.99 
Genre: Family Adventure 
Buzz: 3 
Title Rank: AA 
Sales Potential: 500,000+ 
Highlights: Details are still sketchy on this President’s Day title and thus pre-release hype has been minimal. Nintendo is describing it as 
a family-oriented multiplayer game that combines elements of board games with adventure and puzzle solving. The game is aimed 
straight at Nintendo’s core younger audience, has the company’s most successful license and will be backed by a solid $3.5 million TV and 
mass-market promotional campaign. While not a game to drive hardware sales, “Mario Party” should do very well, especially given the 
large N64 installed base and limited number of new titles this quarter. 


MONKEY HERO (Take Two) 
Platform: PlayStation 

Release Date: 2/2/99 

MSRP: $39.99 

Genre: RPG 

Buzz Factor: 2 

Title Rank: B 

Sales Potential: 75,000-150,000 
Highlights: Fresh off the critical success of “Space Station Silicon Valley” for the N64, Take Two now offers up this “Zelda”-like RPG for 
the younger PlayStation audience. While not blessed with spectacularly detailed graphics, the game has been receiving good scores on 
playability in early reviews. Much like THQ’s “Quest 64” last summer, this game will benefit from being the sole RPG for the younger set 
on a platform. 


i PlayStation: 


QUAKE II (Activision) 

Platform: Nintendo 64, PlayStation 
Release Date: 3/2/99 

MSRP: $44.99 (PSX); $64.99 (N64) 
Genre: Action 

Buzz Factor: 3 

Title Rank: A 

Sales Potential: 200,000-500,000 
Highlights: “Quake II” was huge on the PC, but PC to console ports of first-person shooters have not taken the world by storm. Thus 
Activision is stressing that “Quake II” will not be a direct port, but instead a significant upgrade that takes advantage of the Nintendo 64 
four-player capability that helped make “GoldenEye” sell so well. Marketing will benefit from Activision’s ability to push both the 
PlayStation and Nintendo 64 version. 

Ma NINERRD RRHAR Hei ERIN ED RC TASER IS I a A Me BD 9 MEN na mite rt eS nM 
SHADOW MADNESS (Crave) 
Platform: PlayStation 
Release Date: 3/99 
MSRP: $49.95 
Genre: RPG 
Buzz Factor: 2 
Title Rank: B 
Sales Potential: 100,000-200,000 
Highlights: This RPG was developed in part by former members of Square’s U.S. production team. This title is unlikely to break through 
to the mass market the way “Final Fantasy VII” did, however it is shaping up to be a solid RPG that should appeal to the core base of RPG 
fans. 
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SILENT HILL (Konami) 
Platform: PlayStation 

Release Date: 2/24/99 

MSRP: $49.99 

Genre: Action/adventure 
Buzz Factor: 4 

Title Rank: A 

Sales Potential: 200,000-500,000 
Highlights: This mystery/horror game based in the 1940s can best be described as “X-Files” meets “Resident Evil.” Press coverage to date 
has been very positive. “Silent Hill” will benefit from a four-week TV campaign as well as inclusion on 2.2 million demo discs shipped 
with PlayStation hardware and the Underground CD magazine. “Silent Hill,” along with “Legacy of Kain,” should help keep the large base 
of “Resident Evil” fans happy. 

SP eA re Rad Ee MOREA PARR NTR ci PRS a AHO OR ARR SRN oN ea ama eR Lons UB hos ODBC, 
SYPHON FILTER (989 Studios) 
Platform: PlayStation 
Release Date: 2/17/99 
MSRP: $44.99 
Genre: Action/adventure 
Buzz Factor: 4 
Title Rank: AA 
Sales Potential: 500,000+ 
Highlights: Another action-oriented spy-based game along the lines of “GoldenEye” and “Metal Gear Solid.” PlayStation consumers seem 
to eat these types of titles up and Sony will be blanketing the print magazines. The hardcore gamers will be aware of this game and should 
drive sales. 

LLL LATE EOLA LEAD LN LLL LALO TALE ETI BELO ES ARETE KL EO LT LIRA NBER ERE BOLD ALE RRR IS AEN Aion EO ER BS 
TONIC TROUBLE (UbiSoft) 
Platform: Nintendo 64 
Release Date: 4/99 
MSRP: $59.99 
Genre: Action/adventure 
Buzz Factor: 3 
Title Rank: A 
Sales Potential: 200,000-500,000 
Highlights: Nintendo 64 consumers seem to relish 3D platform games and “Tonic Trouble” is going straight after the “Super Mario 
64°/"Banjo-Kazooie” audience. Whether the quality of this game can approach the high bar set by “Mario”/”Banjo” remains to be seen. 
However one thing is certain, “Tonic Trouble” is receiving extensive coverage, from a cover on Nintendo Power, to write-ups in all the 
major enthusiasts magazines. Unfortunately, the game has been delayed and there is the question of whether the buzz will have died down 
by the time the product actually hits the shelves. UbiSoft will have a TV campaign and is planning a tie-in with Newman’s Own popcorn. 

ENTE SEALE EI ES REE ALE ARNE CECE RANE 29 8 IEE RAR RRS 90 ts5 tale RS RANTLE TR apres ches ek ee ial ear ae ERS 
VIGILANTE 8 (Activision) ee 
Platform: Nintendo 64 
Release Date: 3/17/99 
MSRP: $59.95 
Genre: Action/racing 
Buzz Factor: 2 
Title Rank: A 
Sales Potential: 200,000-500,000 _ 
Highlights: For our money, the PlayStation version of “Vigilante 8” was the best racing combat game, beating “Twisted Metal” at its own 
game. The upgraded Nintendo 64 version will feature a four-player mode. The Nintendo 64 does not have a game of this style and 
“Vigilante 8” could be a surprise hit. 


30 GAME INTELLIGENCE FEBRUARY 1999 


Pewee es / PREVIEWS 


TOTAL ANNIHILATION: KINGDOMS (Cavedog) 
Release Date: 05/02/99 

MSRP: $49.99 

Genre: Real-Time Strategy 

Buzz Factor: 3 

Title Rank: A 

Sales Potential: 100,000+ 

“Total Annihilation” was a solid piece of work and “TA: Kingdoms” is one of the most anticipated titles in the genre right now. Roughly, 
the game is a fantasy equivalent to “TA” with a number of design improvements. The game is shipping with more than 150 units that 
span the range from swordsmen to undead monsters. Other improvements include experience point awards to surviving units that 
increase their capabilities over time, self-replicating units that spawn more of their kind and healers that automatically help repair dam- 
aged units. Possibly the most important thing in the game is a full-featured mission editor with complex scripting that will make it pos- 
sible for players to create complex and full-featured scenarios, increasing the game’s “shelf legs.” 


SID MEIER’S ALPHA CENTURI (Electronic Arts) ' 
Release Date: 2/10/99 ' A LPHA 
MSRP: $44.99 : 
Genre: Strategy 
Buzz Factor: 4 ) — 
Title Rank: AA ta ea 
Sales Potential: 200,000+ 

Short and sweet: This game is “Civilization III” with a different name to avoid complications with “Civ’s” publisher Microprose. 
At the end of “Civ” and “Civ II” you got in a spaceship and left for Alpha Centuri. Well, now you're there. Better AI and city-management 
controls head up the list of decidedly evolutionary improvements over previous titles. Another big draw will be network and Internet play, 
left off of “Civ II” This game is getting good response from a long demo-release period, and the design team has actually tweeked it using 
feedback from demo players. And Sid Meier’s name still holds marketing weight (though it won't if he keeps putting it on games he does- 
n't design) to get this game over 200,000 units. 


HEROES OF MIGHT AND MAGIC III(3D0) TDDAL' 
| Release Date: 3/3/99 : pw rind 1 
MSRP: $49.99 “3 
Genre: Strategy 
Buzz Factor: 4 
Title Rank: AA 
Sales Potential: 175,000+ 
The “Heroes of Might and Magic” series has been a consistent high seller worldwide, and there is no reason to think that “HMM3” is 
going to break the trend. New units, new building types and improvements in combat balance make this fantasy exploration and con- 
quest game a solid successor in the series. Formerly weak Internet play and AI aspects have been beefed up with this revision, so the 
strongest errors in previous designs have been addressed. Good press feedback and a loyal player base from previous versions should 
ensure that “Heroes of Might and Magic III” goes well over 150,000 units. 


SIMCITY 3000 (Maxis) 
Release Date: 1/30/99 
MSRP: $49.99 

Genre: Simulation 

Buzz Factor: 5 

Title Rank: AAA 

Sales Potential: 400,000+ ;, | 
This game simply can’t fail. Coming off an incredibly successful franchise, “SC3k” is going to go like a rocket if all users get is an empty box. This 
version sports numerous improvements including a less onerous power and water management model, the ability to trade excess utilities with 
other cities, ordinances and a host of other evolutionary improvements. However, unlike pretty much every game on the market now, “SC3k” 
makes no provision for networked play, so there will still be something to sell in “SimCity 4000.” Expect this title to leap off the shelves. 
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It's About Games, Golden Valley, Minn. 


BOX SCORE 

Name: It's About Games 

Headquarters: 4200 Dahlberg Drive, 
Golden Valley, MN 55422 

Phone: 612-520-8500 

Number of employees: 80-100 

Key executives: President Brad Tait; senior 
merchandise manager Joyce Flock 

Chain contains: 50 stores (47 corporate, 

3 franchise) as of Jan. 1; 12-15 new corpo- 
rate stores to open by the end of February. 
Average store size: 1,400 sq. ft. 

Type of store: New/used hybrid 

Number of titles per store: 2,000+ 


Taking a page from its hugely successful sis- 
ter division, Play It Again Sports, It’s About 
Games is proving that the new/used hybrid 
store can be a success in the interactive enter- 
tainment business as well. Formed less than 
17 months ago with the purchase of the 40- 
store Video Game Exchange chain out of 
bankruptcy, It’s About Games is expanding 
to 65 stores in the coming months. An addi- 
tional 20-30 stores are planned for next year. 
The publicly-held parent company Grow Biz 
International has basically made its living 
proving that the new/used model can work 
for a wide variety of retail goods. In addition 
to It’s About Games and Play It Again Sports 
(sporting goods), the Minnesota-based 
Grow Biz also owns new/used chains Music 
Go Round (musical instruments), 
Computer Renaissance (PCs and peripher- 
als), Re-Tool (power tools), Once Upon A 
Child (children’s apparel) and Plato’s Closet 
(teen apparel). It recently sold the Disc Go 
Round chain (music CDs) to CD 
Warehouse. 

It's About Games president Brad Tait, the 
former head of Disc Go Round, says while 
this seems like a divergent mix of chains, 
there are a lot of similarities in retail. This is 
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especially true in the entertainment cate- 
gories. The seasonal nature of the business is 
very, very similar,’ the one time Musicland 
executive says. “It’s similar in that your busi- 
ness outside of Christmas is very release dri- 
ven. When you have good music or a game 


you build your promotional emphasis 
around that more than say a back-to-school 
program. 

“The obvious differences are in the demo- 
graphics and how you merchandise the 
products in the store,” he continues, adding 
It's About Games stores are “heavily designed 


GAME RETAILER 


SPOTLIGHT 


with a male appeal in mind.” 

The chain currently operates in six major 
metropolitan areas: Minneapolis, Cleveland, 
Cincinnati, Pittsburgh, Baltimore- 
Washington and Atlanta. Tait says the com- 
pany is looking to break into new regions, 
but adds, “We will continue to back fill in the 
markets we are currently in, obviously to take 
advantages of the marketing and operational 
efficiencies and economies.” 

Though based around metropolitan areas, 
Tait says more than 40%-50% of its stores are 
located in remote suburban or small satellite 
towns surrounding cities. “There definitely is 
a (small town) strategy,” Tait says. “We found 
that not only are we the sole reseller, but 
because there are not five or six competitors 
out there, we're getting a much larger per- 


centage of the new sales as well.’ Grow Biz 
has a centralized real estate department that 
helps all its divisions find and negotiate leas- 
es. Tait acts as the real estate liaison for It’s 
About Games. 

Like others smaller chains in the interactive 
entertainment industry, It’s About Games 
tends to locate in strip or enclosed malls. 
While he has heard the criticism that 
enclosed mall-based stores carry higher rents 
and therefore are forced to price higher, Tait 
says, “I don’t think it’s an issue of malls ver- 
sus strips. I think it’s the products and the 
demographics you are looking for that are 
important. The teenagers, the young adults, 
still shop the malls fairly heavily. It is more 
expensive certainly, but if you look at the 
retailers out there, especially the specialty 
retailers, there’s a direct volume correlation 
between the ones in strips and the one in 
malls.” 

It’s About Games currently has about a 50-50 
split between new and used product. “What 
we have with the used merchandise is a point 
of difference that most of the others don’t 
have,’ Tait says. “We can offer the service of a 
specialty store with a knowledgeable staff 
that helps out the gamers. And then we can 
offer games at half price.” 

Of course, having used games as a huge seg- 
ment of its overall business does create its 
own challenges. The chain takes in used 
games at every store and then uses a distrib- 
ution center in each of its six regions to heav- 
ily stock balance its previously-played pro- 
gram. “We try to make sure used games go 
to where they are most likely to do well,” he 
says. “We have sports-driven stores, we have 
RPG-driven stores. We keep individual store 
sales records so I know exactly what does well 
at each location.” 

The used games are sold in their original 
packaging if possible. But often, especially 
with Nintendo games, the package is unus- 
able, so the chain has a generic box for those 
items. “We don't have the instructions, but 
we do have a computer program that can 
print out instructions for games on request,” 
Tait adds. “We do a combination of both live 
sell and behind glass. On some used games 


we have them out on the floor, and then we 
also have dummy boxes out front with the 
product behind the counter.’ 

It's About Games establishes and maintains 
its brand in each region through year-round 
local TV and radio advertising. It also does 
co-op ads in the local press for specific games 
and programs. “Our goal is to hit that 12-25 
year-old male demographic fairly heavily,” 
‘Tait says. 

Other Grow Biz divisions tend to be more 
franchise driven, but It’s About Games cur- 
rently only has three franchise stores. “We 
look at our franchises right now as more of 
an opportunity rather than an integral part 
of our strategy,’ Tait notes. The franchises 
require about $140,000 to $150,000 in work- 
ing capital, and the franchisee is responsible 
for setting up and running the previously- 
played program. 

Unlike some previously-played retailers, It’s 
About Games does take in used hardware 
and resells them for between $65-$70. “Our 
rule of thumb for almost all of our used 
products is to sell them for about half the full 
retail price,’ he says. 

While Tait says the company views anyone 
selling video games as its competition, the 
chain is most similar to software specialty 
stores such as Babbage’s and Electronic 
Boutique (EB). It’s About Games carries a 
large selection of strategy guides, t-shirts and 
peripherals. The chain also carries a limited 


selection of PC games, usually the top 25-30 
titles, but doesn’t have a used PC games pro- 
gram. 

Tait explains the major difference in compa- 
ny philosophy between It’s About Games and 
other specialty chains is margins. For 
Babbage’s and EB, peripherals, strategy 
guides and action figures are the key high- 
profit items that build margins. But It’s 
About Games’ previously-played programs 
carry such high margins, they're not nearly as 
dependent on these secondary gaming cate- 
gories. “They're actually intermediate mar- 
gins for us,’ Tait notes, “somewhere in 
between the new and used games. We have 
them because we want to be a full-service 
store and give people the opportunity to buy 
those things as well.” 

The used-game program enables It’s About 


a 


THE COMPARISON SHOPPER 


Games to straddle the hardware generations, 
catering to both next-generation players as 
well as 8- and 16-bit loyalists. About 10% of 
its revenues comes from these older systems, 
all of it used. Tait says many of these games 
for older systems are priced for as little as $3, 
meaning they'll get the impulse shoppers 
into their stores. 

While used games allows the chain to be 
firmly in the mass market in terms of pric- 
ing, Tait says they also have to be catering to 
the hardcore audience and therefore will 
aggressively promote the Sega Dreamcast 
when it launches this year. “We’re going to 
be there at the start of any new platform,” he 
says. As a specialty retailer we have to let our 
customers know they can get the new prod- 
ucts while at the same time offer them value 
with our used program.” ©) 


IAG (New) IAG (Used) Toy R Us WalMart CompUSA 


Zelda: TOOT 
Goldeneye 

NFL QB Club 99 
BattleTanx 
Metal Gear Solid 
Tomb Raider 3 


Spyro 
NBA Live 
Half-Life 
Heretic 2 
Falcon 4.0 


$69.99 
$39.99 
$44.99 
$64.99 
$54.99 
$54.99 
$44.99 
$49.99 


$48.99 
$23.99 
$29.99 
$48.99 
$37.99 
$37.99 
$28.99 
$37.99 


$59.99 
$39.99 
$59.99 
$59.99 
$49.99 
$49.99 
$39.99 
$49.99 


$59.99 
$59.99 
$59.99 
$59.99 
$49.99 
$49.99 
$39.99 
$39.99 


$39.99 


$59.99 
$39.99 
$59.99 
$54.99 
$34.99 
$49.99 
$39.99 
$44.99 
$39.99 
$44.99 
$54.99 


(Survey Jan. 8-18, Altanta, Ga. area) 
IAG is It's About Games 
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Nightmare Creatures (Activision) 

Action 

No4 

B 

100-200 

EGM 19/40; GameSpot 6.7/10; IGN 7.4/10; Next Generation 4/5 

The poor control on this title is the major problem. However, the PSX version did 
well and this is the type of edgy title which the N64 lacks. 
eee . 

South Park (Acclaim) 

Action 

N64 

A 

500+ 

EGM 29/40; GameSpot 5.8/10; IGN 6.2/10 

This game was a rush job and it shows. owen ane vest can't be beat. 


Turok 2 (Acclaim) 

Action 

N64 

AAA 

500+ 

EGM 33.5/40; GamePro 4.5/5; GameSpot 9.5/10; Next Generation 5/5 

The first Turok sold well despite mediocre reviews. Reviews for Turok 2 have been 
uniformly positive. 


A Bug's Life (Sony) 

Action/ platform 

PSX 

A 

200-500 

EGM 18.5/40; Gamers Republic B; GameSpot 2.7/10; IGN 4.0/10/ Official PSX 2/5 
Amazingly enough a great license plus terrible gameplay can still equal healthy 
sales. 

Knockout Kings (EA) 

Sports/ boxing 

PSX 

A 

200-500 

EGM 28.5/40; GameSpot 7.7/10; IGN 7.3/10; Next Generation 2/5 

This title is a success despite mediocre reviews. There are a lot of boxing fans out 
there and KK is the best available title. 

Rugrats (THQ) 

Action/platform 

PSX 

AA 

200-500 

EGM 26/40; GameSpot 6.5/10; IGN 6.5/10 

Mediocre reviews do not hurt sales for this title which is aimed at an audience that 
does not pay attention to reviews. 


Tomb Raider Ill (Eidos) 

Action/ adventure 

PSX, PC 

AA 

500+ 

EGM 27.5/40; GamePro 4.5/5; GameSpot 7.5/10; IGN 8.0/10; Next Generation 4/5 
TR3 has of course been doing well. However, in many circles itcan be considered a 
disappointment, indicating the Lara Croft Sane la be past its peak. 


“Twisted Metal I m Ht (Sony) 
Action 

PSX 

B+ 

200-500 

EGM 21.5/40; GameSpot 4.7/10; IGN 4.0/10; Next Generation 1/5 

This title has been selling well. However, TM3 is not a very good game and it raises 
the question of whether this franchise has a nurs 


Grim Fandango (LucasArts) 
Adventure 

PL 

A 

100-200 

CGW 4.5/5; Gamecenter 5/5; GameSpot 9.3/10; PC Gamer 91/100; PC Games A 
The graphic adventure market has been in the slumps, but reviews have been stel- 
lar for this game, ensuring healthy sales. 


Half-Life (Sierra) 

Action 

PC 

AAA 

400+ 

CGW 5/5; GameSpot 9.4/10; IGN 9.5/10; Next Generation 5/5; PC Gamer 97/100 
This game is probably the best first-person shooter of all-time and sales should only 
continue to grow as this is a must-have for any hard- “core SEE 


King’s Quest: Mask of Eternity (Sierra) 
Adventure 
PC. 


A 

150-200 

Gamecenter 5/5; GameSpot 7.6/10; IGN 7.8/10 

A solid title despite the fact that the hype was S less stl da i 


Myth I! (Bungie) 

Real-time strategy 

PC 

A 

100-150 

Gamecenter 4/5; GameSpot 9.3/10 
The real-time strategy market is not as crowded as it was last year and this is one 
of the best titles in the genre. 
Pro Pilot 99 (Dynamix) 
Flight sim 

PC 


B 

100-200 

CGW 3.5/5; GameSpot 7.5/10; IGN 5.8/10; PC Games B- 

The new version of this game is a significant improvement over last year’s release. 
However competing with MS Flight Simulator is difficult, 


Railroad Tycoon II (GOD) 
Strategy 
PC 


A 

200-300 

Gamecenter 5/5; GameSpot 9.1/10; IGN 8.9/10; PC Games 4/5 

This title is a worthy follow-up to the Sid Meier classic. Expect steady sales over 
the next year. 


Sin (Activision) 

Action 

PC 

B 

100-200 

CGW 2.5/5; GameSpot 7.7/10; IGN 7/10; PC Gamer 91/100 


TBE isa sotig action Liana stk it twill be a secondary purchase after Half-Life. 
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MARKETING DUKE’S WAY! ee ee 
= : 3 a — , : 3 : oementailin 


> An all-out media War! (National TV, print, and tp Sar y 

on-line Campaigns! | 
> An innovative pre-order incentive! 
> An all-conquering PR attack! 


> Strategic point-of-purchase promotions! 
> All conquering crossover promotions and tie-ins! 


> All-new Nukem merchandise! Heart-pounding soundtrack! 


Action figures! T-shirts! And a no-holds- barred strategy qude! | ONLY ON NINTENDO 64 
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Duke Nukem™ Zero Hour™ © 1998 3D Realms Entertainment. All Rights Reserved. Developed by Eurocom Developments, Ltd. under.sublicense 
trom GT interactive Software Corp. under license from 3D Realms Entertainment. Published and distributed by GT Interactive Software Corp. GT 


and the GT Games Logo are trademarks and the GT Logo is a registered trademark of GT Interactive Software Corp. 3D Realms Logo is a regis- GT Interactive 
tered trademark of 30 Reaims Entertainment. Eurocom and the Eurocom Logo are trademarks of Eurocom Developments. Ltd. Nintendo, The Software 

Officiat Seal, Nintendo 64 and the 3-D "N" Logo are tfademarks of Ninlendo of America inc. © 1996 Nintendo of America inc. All other trademarks ra 

are the property of their respective companies. Es RB : 


Best Hardware. 


3Dfx° Interactive offers the broadest 

5 set of performance 3D solutions on the 
market. From the pure 3D power of 
Voodoo?’ to the breakthrough 2D/3D 
capabilities of Voodoo Banshee, 3Dfx 
Interactive offers more speed, performance 
and compatibility than any other company. 
That is why 3Dfx is the accelerator of 
choice for top publishers like Electronic 
Arts and Activision and top computer 
manufacturers including Gateway, 
Compaq, Micron and Packard Bell. 


i] 


Copyright © 1998 3Dfx Interactive, Inc. The 3Dfx Interactive logo, Voodoo, Voodoo Gr 
image from Daikatana is courtesy of Eidos Interactive and ION Storm. HIRO MIYAMOTO name 4 
trademarks of Eidos Interactive. © 1998 Eidos Interactive. F-15 image from F-15 is courtes: 


2Dftx 
The Ultimate 3D 
PC Entertainment Experience 


Best Software. 


This winter the hottest 3D PC games 
including Madden NFL” 99 by 
Electronic Arts, Quake’ II by id 
software and Half-Life’ by Sierra 
are available for 3Dfx’s Voodoo 
Technology. With support for 
Microsoft®’s Direct 3D, OpenGL® 

and 3Dfx’s proprietary API GLIDE, 
3Dfx Interactive’s Voodoo Technology 
is already compatible with over 500 
products currently on the market 
and that is just the beginning. 


ok for the 3Dfx logo on leading 3D accelerators and 
mputers to ensure you get all the power and 
mpatibility that only 3Dfx can offer. 


www.3déx. com 


isa registered trademark of Silicon Graphics Computer Systems. HIRO MIYAMOTO. 
ib Raider is courtesy of Eidos Interactive. Tomb Raider, Lara Croft and her likeness are: 
property of their respective owners. All rights reserved. 


